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National Tea has announced 
hat hereafter it is going to feature 
»dvertised brands much more vig- 
prously in its merchandising pro- 
ram. 

Do you suppose self-service is 
hanging the ideas of some of those 
ard-to-get chain store executives? 


* * * 


“Scott’s Emulsion Drive Would 
Aid Underprivileged” says a head- 
line in Advertising Age. Little 
oys interviewed by Rough Proofs 
ay that taking cod liver oil 
houldn’t be considered a privilege. 


* % * 


Revolutionary sweet potato foods 
ire due soon a news item says, 
ut Southerners who have smacked 
heir lips over the sweet potato- 
marshmallow combination and old- 
fashioned sweet potato pie say 
hat none is necessary. 

* * * 

Mass production and brand ad- 
ertising, Fawcett says, made it 
“possible for you to get a radio in 
1941 for less than a fraction of 
vhat you paid in 1928!” 

How small a fraction? 


* % * 


Now that Bill D’Arcy has re- 


Mired from the D’Arcy Advertising 
HCompany he might be willing to 


experiment with a mixture of some 
of the clients’ products—say Coca- 
Cola and Old Glenmore. 


* * * 


With the score 9 to 0 against De- 
troit in the ninth inning of the 
first game of the world’s series a 
Mutual announcer insisted that he 
was not predicting that the Cubs 
would win. That’s conservatism suf- 
ficient to qualify him for a job 
with the WPB. 


* * * 


Storkline Furniture Company, 
National Hardwood Magazine says, 
“is seeing to it that the human race 
has as much comfort and pleasure 
in infaney as it has in adultry.” 

It might be hard to do. 


* * * 


Y & R says that outstanding 
advertising can be prepared best 
when everyone concerned “has a 
fanatical belief that a sales curve 
bending upward is the world’s most 
beautiful picture.” 

But it is when the curve is bend- 
ing downward that the brass hats 
really get interested. 

* ok * 


om Lane got on the radio to 
boost Bob Hope and the Pepsodent 
“Hold on to your bonds contest” 
and if United Drug had a small col- 
lateral interest in the proceedings, 
novody worried. 

* * * 

\fter only 39 years’ service as 
N-Graw-Hill’s Washington editor. 
P. ul Wooton has resigned. May- 

he had begun to suspect that the 
©) wouldn’t be permanent. 


* * * 


‘Auto Makers’ Promotion Sty- 

“| by Labor Trouble,” headlines 
\ Me 

That isn’t a stymie, it’s an un- 

yable lie. 


Copy Cub. 


ough Proofs 


Last week, and the week before 


we’re rather proud of this one. 


news. 


Here’s News — This is the 
Smallest AA Issue Ever Printed! 


of Advertising Age have been running 80 pages. Our first issue, 
on Jan, 11, 1930, ran 12 pages. This week we have 8, and there- 
by set a new record which we hope never again to equal. 


It isn’t customary to brag about a paper’s smallest issue, but 


sweat of the editorial department’s brow and the exercise of con- 
siderable ingenuity, because of a printing trades strike which is 
still in effect as this goes to press. 

It contains no ads except classified, and none of the regular edi- 
torial departments, but in it you'll find a concise and useful ver- 
sion of the week’s most important advertising and merchandising 


that, and for some time, issues 


It has been produced with the 


Lehn & Fink Seeks | 
Agencies; Other 
Accounts Change 


Lehn & Fink Products Corpora- 
tion New York, is severing rela- 
tions with William Esty & Co., and 
may choose two to four agencies 
for former Esty accounts—Hinds 
cream, Dorothy Gray cosmetics, 
Tussy lipsticks and Etiquet deodo- 
rant—some of which have grown 
competitive with one another. The 
four amount to $1,600,000 of Lehn 
& Fink’s total. The remaining 
$1,400,000, primarily in Lysol an- 
tiseptic and Pebeco toothpaste, 
continues with Lennen & Mitchell, 
New York. 

... E. F. Houghton & Co., Phi- 
ladelphia, maker of oils, leathers 
and metal working products, has 
appointed Roche, Williams & 
Cleary, Philadelphia, for publica- 
tion advertising. 

... Amelia Earhart Luggage, 
Newark, has appointed Williams 
Advertising Agency, New York. 

Raymond R. Morgan Company, 
Hollywood, has opened a San Fran- 
cisco office under the management 
of Porter R. Anderson, vice-presi- 
dent, to service the new account 
of Planters Nut & Chocolate Com- 
pany, San Francisco, in the Pacific 
Coast and mountain states only. 
For the past five years Mr. Ander- 
son has been advertising manager 
of Folger Coffee Company, San 
Francisco. 

...G. M. Basford Company, 
Cleveland, has added the account 
of Tremeo Mfg. Company, Cleve- 
land and Toronto, manufacturer of 
paints and building materials. The 
company recently named Francis 
M. Paul as advertising manager. 

Prepare Public Service Ads 

... Through the victory com- 
mittee of the San Francisco Adver- 
tising Club, J. Walter Thompson 


Automatic Opens 
2nd Self-Service 
Laundry Chain 


Mansfield, O., Oct. 4—A new 
national self-service laundry plan 
under which homemakers can 
wash, dry and iron their clothes, 
was announced today by Automatic 
Laundry Distributors, Inc., owners 
and operators of the business, who 
obtained the cooperation of the 
Westinghouse Electric Appliance 
division in designing and equip- 
ping the public laundry service. 

Plans for the service call for 
automatic washers, clothes dryers 
and electric ironers set in modern 
style, fluorescent lighted rooms 
and a lounge and playroom, said 
I. Frank Brownson, manager of 
the laundry equipment department 
of Westinghouse, and Lloyd C. 
Strite, president of Automatic 
Laundry, in a joint announcement. 

The plan is similar to that of 


Benton & Bowles 
Gets Railroad 
Account Jan. 1 | 


Washington, Oct. 3.—The $1, | 
000,000 account of the Association | 
of American Railroads will shift | 
to Benton & Bowles next Jan. 1, | 
the association announced | 
yesterday after Arthur Kudner, 
Inc., had resigned the account to 
avoid conflict with a number of 
aviation clients. 


The Kudner resignation was ap- 
parently expected, but AAR wa: | 
not prepared at this time to re- | 
veal the assignment that will be 
handed to B&B in efforts to meet | 
the hot competition which air- | 
lines are giving the railroads. | 

Col. Robert Henry, assistant to | 
the president of AAR, said that | 
plans for next year’s advertising 
must be submitted to the members | 
and discussed at the association’s | 
annual meeting in November be | 
fore they can be released. 

May Switch Appeals 

He pointed out, however, that 
in the past AAR has left passenger | 
advertising to the _ individual | 
roads, concentrating its big maga 
zine schedule on institutional copy | 
outlining the role that railroa’s | 
play in the nation’s economy. 

With the end of the war, he 
agreed that a switch in the AAR 
approach would be appropriate, 


| 


Chicago Typographers’ 
Strike Halts Printing 


Magazine Publishers 
Hit; Newspapers 
Not Affected 


Chicago, Oct. 4.—Publishers of 
nearly 200 business papers, of 
scores of general magazines and of 
hundreds of house organs, cata- 
logs, ete., have been thrown into 
turmoil here by a strike that has 
shut down Chicago’s printing in- 
dustry. 

Tuesday afternoon more than 
,000 typographical union members 
voted to strike after printers here 
refused to grant increased wages 
based on a reduction of the work 
week from 40 to 36% hours. The 
giant publication plants of Cuneo 
and Hall, and hundreds of other 
shops, were at a stand-still. R. R. 
Donnelley, which went through the 
throes of a severe strike a few 
weeks ago, and now is non-union, is 
not affected. Metropolitan dailies, 
which have separate contracts with 
the union, are not affected. 

The shut-down has already pre- 
vented some weeklies from com- 
ing out, will force others to resort 
to planographed, abbreviated edi- 
tions over the weekend and, if it 
lasts three weeks or more, will 
hopelessly tie up the publishing 
situation here for months. 


No Hope for Quick End 


Both the printers, who act 
through the Franklin Association, 
and union members today voiced 


but he was unwilling to predict 
that the association advertising 
will pitch into the spreading bat 
t le between the rail and air carriers. 


the Telecoin Corporation, whose 

Laundrette stores have been set | 

up in several cities, using Bendix 
(Continued on Page 8) 


Company, San Francisco, has been 
appointed to prepare a merchant 
marine series to keep ships mov 
ing in the postwar period and 
Foote, Cone & Belding, San Fran- 
cisco, has been named to prepare | 
an Army campaign to speed troop 
and supply movements. 
Penn-Rad to Korn 

...d.M. Korn Company, Phila- 
delphia, has been appointed to han- 
dle advertising of Penn-Rad motor 
oil, product of Radbill Oil Com- 
pany, Philadelphia, effective Nov. 1. 
... Seven-Up_ Bottling Com- | 
pany, St. Louis, has appointed | 
Oakleigh R. French & Associates, | 
(Continued on Page 5) | 


Last Minute News Flashes 


Weaver Rejoins American Tobacco as Ad Manager 
New York, Oct. 5.—Sylvester M. Weaver Jr. has returned to 
American Tobacco Company as advertising manager after four years 
with the Navy and the Coordinator of Inter-American Affairs. Col. 
G. Washington Hill Jr., expected to be released from the Army soon, 
will resume his position as vice-president in charge of advertising. 


American Airlines Systems Places First Ads 

New York, Oct. 5.—First magazine ads signed by American Air- 
lines Systems since the merger in July of American Airlines and Amer- 
ican Export Airlines are appearing this week on “the new interna- 
tional flagship system.” Ruthrauff & Ryan, American Airlines agency, 
places the combination ads. Campbell-Ewald Company continues as 
agency for American Export. 


Dermody Joins Kelly, Nason as Director of Media 
New York, Oct. 5.—Arthur F. Dermody, with the Navy for the 

past three vears and previously with Wendell P. Colton Company, has 

joined Kelly, Nason, Inc., as director of media, marketing and research. 


Admiral to Promote Dual-Temp Refrigerator 

Chicago, Oct. 5—Admiral Radio Corporation on Jan. 1 will begin 
en extensive campaign for its Dual-Temp refrigerator in nine national 
magazines, 104 newspapers and a list of trade and farm publications. 
Cruttenden & Eger is the agency. 


General Motors Ads Warn of Strike Dangers 

Detroit, Oct. 5.—General Motors Corporation is using full pages 
and smaller units in about 800 newspapers, through Campbell-Ewald 
Company, to describe the “danger to the production front from strikes.” 


Pocketbooks Begins Test Campaign in Four Cities 
New York, Oct. 5.—Pocketbooks, Inc., has begun a test campaign 
in newspapers in Binghamton, N. Y., Hartford, Syracuse and Winni- 
peg, using 1,000 line insertions, once weekly for five weeks. Compton 
Advertising is the agency. 
(Additional News Flashes on Page 2) 


no hope that the strike will soon 
_end. Neither side expects any gov- 
ernment aid, through arbitration 
or otherwise. The employers, will- 
ing to grant a $4-a-week raise, 
adamantly refuse to reduce the 
| work week; union members will 
not negotiate on any other basis. 
Day workers now getting $1.54% 
an hour want $1.81'2 an hour and 
overtime raises, including pay for 
'holidays not worked. 

For publishers, advertisers and 
"agencies, the gravity will multi- 
ply vastly in proportion to the 
| length of the strike. A 15% de- 
‘ficiency in manpower availability 
has for months delayed publica- 
tion dates and since the war has 
been a more limiting factor than 
| paper shortages. If the strike lasts 
a month, it will possibly prevent 
| publication of the Hearst maga- 
zines, of Esquire, Liberty, Look and 
nearly all other national magazines 
' printed here. The same will hold 
true for the many monthly busi- 
ness papers. 


Serious Loss of Revenue 


of advertising revenues 
threatens serious harm to publish- 
of course. Agencies sig- 
nificant losses in their own income, 
for even a short strike will mean 
a reduction in ad insertions. Com- 
panies in need of seasonal catalogs, 
of brochures for salesmen, and the 
like expect considerable dif- 
ficulty. Few of those hit will be 
able to secure in nearby 
areas—a field already thoroughly 
explored by publishers and others 


Loss 


ers, see 


also 


service 
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because of the service shortage and 
delays here recently. 

Other printing trades unions yes- 
terday indicated they will support 
the composing room employes’ 
strike by demanding that the print- 
ers pay them for the time they do 
not work because of the “refusal 
of the employers to renew con- 
tractual relations” with the typo- 
graphical union. The printers deny 
that they will not sign contracts, 
and assert that they would be 
bankrupted if they had to meet 
the new demand made by the press- 
men, bindery workers and others. 


Expect te Stand Pat 


A spokesman for the printers 
told Advertising Age that he ex- 
pects the strike to end only after 
the unified action of the printers 
forces the .typographical union 
members to abandon their demand 
for a 36%-hour work week. 

The Franklin Association is run- 
ning large-space ads in local news- 
papers explaining their case, say- 
ing they will not agree to the hours 
reduction while a manpower short- 
age exists, and cannot afford a 28 
to 42% pay increase. 


Normal Situation Tight 


In the meantime, it became in- 
creasingly apparent that man- 
power shortages, plus increasing 
demands for typesetting, photo-en- 
gravings and printing of all kinds, 
have resulted in a nation-wide situ- 
ation in which the supply of these 
services is stretched to the break- 
ing point. 

Throughout the country, adver- 
tisers and advertising agencies re- 
port that printing and photo-en- 
gravings can be secured, but only 
with maximum effort and on ex- 
tremely slow schedules. Any con- 
siderable amount of lost time any- 
where in the country may upset 
the precarious flow of production 
throughout the industry to the 
point where production of all kinds 
of advertising matter may be bad- 
ly handicapped. 


Make Spot Check 

With a typographic strike play- 
ing havoe with the graphic arts 
in Chicago, and rumblings of the 
possibility that New York may be 
the next area to be hit by a work 
stoppage, Advertising Age report- 
ers made a spot check throughout 
the country on the graphic arts 
supply situation and turned up re- 
markably similar conditions every- 
where. For example: 

New York—A flood of new or- 
ders since V-J Day, coupled with 
the recent elevator strike, the paper 
shortage and in some cases man- 
power and equipment shortages, 
has intensified delays in production 
of advertising material here. En- 
graving jobs move even more slow- 
ly than printing and lithographing 
jobs. Opinions vary on the effect 
of the elevator strike. The strike 
prevented some shops from moving 
paper and forms from ene floor to 
another. 


Color Jobs Delayed 

One executive says that heavy 
color jobs now take three times as 
long as prewar, and that even nor- 
mal black and white jobs are 50% 
longer. Emergency jobs, however, 
he finds, are still going through 
on time. 

Engravers are criticized by some 
for not breaking in apprentices to 
help meet expected additional busi- 
ness next year. Some pre-V-J Day 
engraving work still held up. 
Engravers’ vacations this summer 
—some of them four weeks or 


18 


longer—did not help the situation. 
Lithography is said to be easing 
somewhat. 

The efforts of magazines to in- 
crease circulation, now that a bit 
more paper is available, are expect 
“extensions” for 


ed to shorten 


Last Minute News Flashes Lund Joins JWT; 


General Wax Industries Appoints R&R 

Nashville, Tenn., Oct. 5.—General Wax Industries, maker of liquid 
and paste shoe polishes, has appointed the Chicago office of Ruthrauff 
& Ryan as its agency. Since April, R&R has handled advertising of 
another General Shoe Corporation division, Acrobat Shoe Company. 


McKelvy Industries Formed to Distribute Cosmetics 

New York, Oct. 5—Alfred D. McKelvy, president of Alfred D. 
McKelvy Company, manufacturer of Seaforth men’s toiletries, has 
formed McKelvy Industries, Inc., which will shortly begin distribution 


of a new line of women’s cosmetic specialties. 
vertises through Morse International. 


McKelvy Company ad- 
McKelvy Industries will be 


independent, and the agency has not been announced. 


Rockwood Promoting Chocolate Bits 

Brooklyn, N.Y., Oct. 5.—Rockwood & Co. has begun to promote 
Chocolate Bits in black and white ads in 75 newspapers and seven 
business papers, color insertions in three magazines, and a women’s 
radio participation program. The company is starting first advertis- 
ing for baking chocolate in New England and Puerto Rico newspapers 


and radio participation shows. 
account, 


Federal Advertising Agency has the 


Magazine Ads Explain Chocolate Shortage 

New York, Oct. 5.—Lamont, Corliss & Co., sales agency for Peter 
Cailler Kohler Swiss Chocolate Company, will run two-color full-page 
ads in November and December issues of The American Weekly, Pa- 
rade and Parents’ Magazine, ard one insertion in McCall’s, to explain 
the chocolate shortage. Half-page ads will appear in Puck—the Comic 
Weekly and Metropolitan Comics. Cecil & Presbrey is the agency. 


Van Brode Milling Plans Newspaper Series 
Clinton, Mass., Oct. 5.—Van Brode Milling, Inc., maker of corn 
flakes, wheat flakes, rice flakes and other breakfast cereals, will soon 


launch a newspaper campaign to promote the products. 
individual packages sold in units of five. 


York, is the agency. 


Cereals are 
L. E. MeGivena & Co., New 


Acousticon Ads Promote ‘Super-Power’ Hearing Aid 
New York, Oct. 5.—Acousticon division of Dictograph Products, Inc. 
through Hirshon-Garfield, Inc., is using full pages in This Week Maga- 


zine to promote the “Super-Power” 


Acousticon hearing aid. 


advertisers, and further compli- 
cate the production problem. 

Philadelphia—Labor and _ ma- 
terial shortages prevent any ex- 
pansion of production. Printers are 
so far behind that they are reluc- 
tant to accept any new business, 
and this is seriously hampering a 
terrific volume of direct mail which 
is planned but hard to produce. 
The time allowance for engravings 
has been doubled, and production 
chiefs are doing their best to meet 
the situation by readjusting sched- 
ules and planning earlier. 

Auto Makers in Market 

Detroit—Local agencies and ad- 
vertising managers report ‘noth- 
ing unusual” in the printing and 
engraving situation, but due to the 
fact that shops are loaded down 
with current work and backlog of 
orders on automotive catalogs and 
booklets, production takes two to 
three weeks longer than usual. 

The printing situation is said 
to be easing somewhat but engrav- 
ings and lithography are getting 
hard to buy. One agency production 
manager had a rush poster job for 
a big auto client which was turned 
down by three of the four big 
litho firms and finally turned out 
by the fourth after several weeks’ 
delay. 

The situation is aggravated by 
the fact that three large printers 
ceased operations early in the war 
due to lack of work, with the re- 
sult that several auto companies 
are now reported desperately shop- 
ping for printing in other cities. 


Cleveland—Graphic arts organi- | 


zations are working at capacity 
trying to meet increased demands. 
Service to customers is about as 
good—or as bad—as it was six 
months ago, but most companies 
are going ahead with planned ad- 
vertising schedules although 
tain catalogs and “heavy pieces” 
are being held up. 

St. Louis—The typesetting and 
engraving situation is worse than 
during the war, and printing is al- 
most as bad. Offset and letterpress 
color engraving are especially hard 
to get. Some agencies report ad 
schedules disrupted and costs con- 


| Capt. Jewell 
cer- 


schedules but have had to move 
production dates far ahead of nor- 
mal. The local situation is aggra- 
vated by an influx of out of town 
orders. 

‘Life’ Goes to Coast 

Los Angeles—It’s practically im- 
possible to get printing or engrav- 
ings out on time, with the situation 
particularly tough in the engrav- 
ing field, where some big agencies 
have taken to sending their en- 
graving jobs east in the hope of 
speeding them up. 

In the meantime, Adcraft, Inc., 
was announcing with pleasure that 
it will not only continue to print 
copies of Time for western dis- 
tribution—a move inaugurated in 
January, 1944, as a temporary war 
measure—but that in a few weeks 
it will begin handling western 
copies of Life. 

Boston—Promotion slow here 
generally with respect to printing 
and engraving, but stuff does even- 
tually get out with the maximum 
of irritation. Booklets are deliv- 
ered slowly and in small lots. One 


agency suggests that, since new 
civilian production is also ham- 
strung by similar _ difficulties, 


“maybe both will come out even 
and everything will be all right.” 
“ngravings are hard to get but, 
again, after much fussing are usu- 
ally obtained. 


Mrs. Knox Sued 


Capt. Edmund F. Jewell, U. S. 
Navy, has brought a $500,000 suit 
in the Hillsboro, N. H., Superior 
Court against Annie R. Knox, wid- 
ow of former Navy Secretary 
Frank Knox and the Union-Lead- 
er Publishing Company, Manches- 
ter, N. H., alleging breach of trust. 
asserts he was _ in- 
duced in 1933 to join Union-Lead- 
er, publisher of the Manchester 
Union and Leader, under an agree- 


/ment by which he would acquire 


the Knox stock in the company on 
the death of the survivors of 
Frank Knox, Annie Knox and her 
sister, Adelia Reed, and that since 
the death of her husband, Mrs. 
Knox has threatened to sell the 


siderably increased, while others | stock and oust Capt. Jewell as edi- 
have thus far managed to maintain | tor of the newspapers. 


Other Agencies 
Add Personnel 


Clarence S. Lund, formerly as- 
sistant advertising manager of 
Swift & Co., Chicago, has joined 
J. Walter Thompson Company, 
Chicago, as account representative. 

. Robert E. Spiel, formerly 
vice-president of Magill - Wein- 
sheimer Company, Chicago, and re- 
cently returned from 33 months’ 
Navy service, has joined Weiss & 
Geller, Chicago, as account execu- 
tive and director of merchandising. 

...d. Mack Nevergold, formerly 

advertising manager of Goodall 
Rubber Company, Trenton, N. J., 
has joined Roland G. E. Ullman 
Organization, Philadelphia, as ac- 
count executive. 
...»-Mark Schreiber, formerly sales 
manager of KMYR and KLZ, Den- 
ver, and with the Denver Post, has 
become a partner, with Carl A. 
Salstrand, of Ball & Davidson, 
Inc., Denver agency. 

..-Earl Bachman, formerly sales 
promotion director of automatic 
washers, Bendix Home Appliances, 
South Bend, Ind. has joined Phil- 
ips Webb Upham Advertising 
Agency, New Haven, Conn., as as- 
sistant to Mr. Upham and account 
executive. Dorothy S. Higgins, 
formerly market research assist- 
ant and market research librarian 
of Standard Brands, Ine., has 
joined the agency as executive on 
retail accounts. 


Tarr Promoted 


..-C. W. Tarr, formerly copy 
chief in the Los Angeles office of 
Buchanan & Co., has been named 
chairman of the agency’s plans 
board in San Francisco. Lee Blair 
has been named executive on the 
Tide Water Associated Oil Com- 
pany account. 

...-Bernard Slavin, recently re- 
leased from the Army, has rejoined 
Lamport, Fox, Prell & Dolk, Inc., 
South Bend, Ind. He was former- 
ly with Lord & Thomas and Max- 
on, Inc., in Chicago. 

..-Charles L. Funnell, who has 
been with Charles W. Hoyt Com- 
pany and McCann-Erickson, New 
York, has joined Henry A. Loudon, 
Advertising, with headquarters in 
the New York office. 


Coast Agencies Expand 


...Jd. Everett Rogers has joined 
Herbert Rogers Company, Dallas 
agency, as account executive and 
director of public relations, and L. 
Todd Merrill has joined the agen- 
cy as account executive and direc- 
tor of research and marketing. 

..-William V. Shaftner, with 
the FBI for the past four years, 
and formerly in radio and publish- 
ing, has joined Gerth-Pacific Ad- 
vertising Agency, San Francisco, 
as account executive. 

Returns from Navy 

...-Lt. Comdr. Norman D. Bueh- 
ling has been released from active 
duty after more than three years 
in the Navy, and has resumed his 
position as vice-president and ac- 
count executive of the Fensholt 
Company, Chicago. 

..Joe H. Langhammer, for the 
past three years account executive 
with Bozell & Jacobs, in Shreve- 
port and Omaha, has resigned to 
join R. D. Putman as an associate 
in R. D, Putman Company, Omaha 
agency. 

...John K,. Herrmann, formerly 
with Forstner Chain Corporation, 
Irvington, N. J., and J. Walter 
Thompson Company, has joined A. 
W. Lewin Company, New York, as 
special assistant to Mr. Lewin. 


Works on Colgate 

..Louis Kaufman, for seven 
years assistant advertising manag- | 
er of the Hecht Company, Wash- | 
ington department store, has joined | 
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Henry J. Kaufman & Assoe ata 
Washington, as retail produ :tiy 
manager. Armistead Coleman, fq! 
merly a free lance artist, has alg 
joined the agency. 

...Basil W. Matthews ha. 
signed from Benton & Bowles, Ne 
York, to join Sherman & (Ma. 
quette, New York, as an exec itiy, 
on the _ Colgate-Palmolive- Pex 
Company account. 


Cottman Adds Title 
...Llewellyn P. Cottman hy 
been appointed creative director ¢ 
Horton-Noyes Company,  Proy, 
dence, with which he was one ‘in, 
copy chief. Mr. Cottman has bee 
on the copy staffs of Young & Ry. 
bicam, McCann-Erickson  anj 
Campbell-Ewald Company, Ney 
York. 

...Dr. Frederic Damrau ha 
joined Dorland International-Pe:. 
tingell & Fenton, New York, « 
director of scientific and technic: 
research. He was formerly med. 
cal research consultant to sever 
pharmaceutical and food concerns 

...L. F. Chitty, formerly radi 
time buyer for the Toronto offic 
of Cockfield, Brown & Co., has 
been promoted to media manage: 
of the office. P. C. Logan, with the 
agency’s media department ir 


Montreal since 1935 and recentl® 


returned from service, will take 
over radio time-buying and traffe 
in Toronto. 


Return from War 

...Ronald J. Sweeney, recently 
discharged from the RCAF, ha 
been appointed space buyer of th 
Montreal office of Young & Rub 
cam Ltd. 

...Lucian R. Bloom, recently re- 
turned to the New York media d& 
partment of Geyer, Cornell ai 
Newell, will resume his prewat 
position as space buyer in Geyer’ 
Detroit office about Jan. 1. 

...-L. M. Kelly has joined th 
Toronto office of McKim Advertis 
ing, as account executive. Recent. 
ly returned from service to thai 
office are James Collier and War- 
ren R. Hauch. Rejoining McKim’ 
Montreal staff from service are 
Walter T. Barber, Girard Burrows, 
Albert Clarke, John R. Matheson 
and Wesley Richardson. 


ANPA Book Shows 
69 Top Campaigns 


New York, Oct. 5.—Grocery prod 
ucts, and liquor, wine and _ bee!. 
with nine campaigns in each group, 
have the largest representatio! 
among campaigns of 69 advertisers 
in the 1945 edition of the “Blue 
Book” of “noteworthy newspape! 
advertising successes” just issued 


by the Bureau of Advertising, 
American Newspaper Publisher: 
Association. 


The campaigns, running in ne\s- 
papers during 1944 and early 1/15, 
represent the work of 43 adver'is- 
ing agencies, and were selec ed 
from entries submitted to the \u- 
reau by national advertisers 0! 
agencies. 

Industrial advertising ran! cd 
third with eight campaigns, | )!- 
lowed by transportation campaig 
seven, and automotive, six. 


Rita Daigle Wins 
Miss Rheingold Contest 


Blonde Rita Daigle, current “M 
Press Photographer,” has b 
chosen Miss Rheingold 1946 as 
result of a contest (AA, Aug. 2 ! 
in which approximately 1,000,0 ! 
ballots were cast in Rheing 
stores or taverns. 

The Walter Thornton model v 


|in a race among six models, : 


will be featured in Rheingold : 
vertising throughout 1946. You 
& Rubicam handles the Rheing: 
account. 
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Ac’ is Proposed 


Patman Says A & P 

Trial Shows Need 

for Revisions 

Washington, Oct. 2.—New anti- 
chein store legislation, and stricter 
rules guarding against price dis- 
crimination were proposed here 
this week as an outgrowth of the 
anti-trust trial at Danville, IIL, 
of the Great Atlantic & Pacific Tea 
Company. 

The proposals came from Rep. 


Wright Patman, chairman of the) 
House small business committee, | 
whose interest in both these sub | 
jects has long been evidenced by 
his sponsorship of the Robinson. | 
Patman anti-price discrimination | 
law, and the chain store tax bill) 
pending before this and a number 
of earlier Congresses. 


Say Law Abets Chains 


The latest Patman suggestions | 
were prompted by 
which the anti-chain store people 


conclusions | 


Shave distilled from the mass of 
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;Patman says, 


evidence at the A & P trial, evi-| 
dence which they say demonstrates | 
that income tax laws, as now 
written, aid and abet national 
chain organizations in price wars} 
against smaller and more localized 
business, 

Crux of the attack is a provi | 
sion permitting national chains 
to deduct from their return the 
losses of unprofitable stores. As) 
a result of this provision, Rep. | 
A & P was able to. 


run its entire New England opera- 
tion at cost or below, in a price 
war with other chains and inde- 
pendents. 


Could Lose Money 
In the New England price war, 


| case on branded rice, 


| and 
| conditions” 


Rep. Patman said, the 1,600 A & P| 
stores reported a loss of $780,000, | 
while in a similar battle in the| 
Atlantic area, 800 A & P stores} 
were authorized to lose $592,000. 
According to the Texan, the on 
ly real loser in this situation was 
the government, which 
taxes on $1,352,000, and A & P 
competitors, one of whom, First 
National Stores, reported a decline 


of 27% in earnings. 
If Rep. Patman was disturbed 
about this loss of revenue, he| 


was also worried about the effect 
of price wars on competitive mar 
keting. “Other chain corporations 
in other lines of distribution use 
the same weapon to destroy single 
store operators,” he charged. “It 
is wholly unfair to the 1,624,665 
independent merchants and small 
chains to have federal laws con- 
tributing to this monopolistic sit- 
uation.” 

The 5,700 A & P stores, accord- 
‘to Rep. Patman, comprise only 
» of the number of grocery 
in the country, but do 

of the total grocery busi 
s, while 380,269 independents 
{| other chain stores do 86.5°; 
Chains represent only 123,195 

1,770,355 stores in the country 
—Rep. Patman said, but they 
21.7% of the retail business. 
Attacks ‘Subsidiary Profits’ 
Going beyond his original 
‘ck on internal revenue code 
povisions friendly to chains, the 
‘iall business committee chair- 
in argued that A & P did not 


ing 
15 
stores 
13.5% 

ne 
al 


at- 


lost the | 


| 


ted to make any profit from 
tore sales in order to get along. | 
H» said the record of the trial! 
4d) monstrated it had made as much 
a $14,700,000 (1.51% of total 
tore sales) through “subsidiary | 
» ofits.” 


“The main dependence for profit 
is placed on subsidiary earnings 
allowances from other manufac- 
turers, and stock gains,” he de 
clared. “These stock gains,” he 
said, “are more commonly known 
in the trade as short weighting, 
overcharging, and price boosting 
at check-out counters.” 


Would Amend R-P Act 


Determined to cut off the ‘“sub- 
sidiary earnings,” Rep. Patman is 
proposing to amend his own Robin 
son-Patman Act to require that 
no discount be allowed by reason 
of quantity or seasonal ordering. 
unless it is available to all cus 
tomers. 

He reported two examples of 
such discounts from the A & P 
trial, one involving 20 cents a 
conditioned 


on purchase of 50,000 cases a 
year, and another discount on 
private brand oats. 


All Deals in Open 


The proposed amendment would 
eliminate these secret deals by 
making it obligatory on the part 
of all sellers to make known to 
all their customers their prices 
discounts “under the same 
and make them avail- 
able to all other customers ‘“ac- 
cording to customary trade prac. 


| tices.” 


The law now permits 
differentials on quantity purchas- 
“which make allow- | 


es only due 
ance for differences in the cost of 
manufacture, sale or delivery re- 


sulting from differing methods or 
quantities in which commodities | 
are to such purchasers sold 
delivered,” he said. 


ABC Versus ABC 


Suit Shifted to 
Chicago Court 


Chicago, Oct. 2.—In a suit filed 
in Federal District court here yes- 
terday, the Associated Broadcast- 
ing Corporation, Grand Rapids, 
Mich., charged that the American 
Broadcasting Company is engaging 
in unfair competition through its 
use of the trade letters, ABC. 

The suit was dismissed in fed- 
eral court in Grand Rapids, Mich., 
recently, when it was adjudged to 
be not in the jurisdiction of that 
court, since American Broadcasting 
Company’s policies are not set in 
that judicial district. 

The plaintiff network asserts that 
it has used the letters ABC in ref- 
erence to Associated Broadcasting 
Corporation since Dee. 28, 1943, and 
that American Broadcasting Com- 
pany did not begin use of the let- 
ters until June, 1944. 


‘Holiday’ Rates, 
Circulation Told 


Philadelphia, Oct. 4.—Initial 
paid circulation of Holiday, new 
Curtis Publishing Company maga- 
zine covering recreation and travel 
fields, to come out around Feb. 15 
(AA, Oct. 1) will exceed 300,000, 
Curtis officials predict. 

Initial basic page advertising 
rates will be $1,300 for black and 
white and $1,800 for four-color. 
The first issue will comprise about 
120 pages. 

J. Frank Beman, formerly in the 
Curtis public relations department, 
has been named editor of Holiday. 
Other executives include Herbert 
Hosking, managing editor; John 
Veckly, advertising and promotion 
manager; Fred A. Healy, manager, 
and Edward C. Von Tress, 


| manager. 


price | 10%; and a 628-line Ruppert beer 


| Thursday’s highest scoring nation- 


stee” bread ad on Page 6. 


ARF Reveals Ad 
Readership Steady 
After FDR Death 


Hempstead, L. I., Oct. 5—Rela 
tively more people read editorials 
and advertisements in the Nassau 
Daily Review-Star Thursday, 
April 12, the night President 
Roosevelt died—even though it con- 
tained no news of the death—than 
on the following day when com- 
plete news stories of the event 
appeared, Advertising Research 
Foundation reported today in its 
first two-day readership analysis 
of a daily newspaper. 


Although national advertising 
readership percentages for men 
and women dropped sharply Fri- 
day, readership of individuals was 
well sustained, the foundation 
found, partly influenced, it be- 
lieves, by the volume of advertising 
appearing on both days. Thurs- 
day’s paper carried 34 national 
ads; Friday’s contained only six. 


Carstairs at Top 


Highest scorers read by men 
Thursday were a 596-line Carstairs 
Whisky ad on Page 10, read by 
13%; a 990-line Shell Oil “lubri- 
eation for safety” ad on Page 15, 
ad on Page 7, 9%. Among women, 
al ads were a 272-line Wilson 
“weekly bulletin” grocery ad on 
Page 6, read by 16%; a 375-line 
Purity Bakeries “Grennan Cook 
Book cake” ad on Page 10, 13%; 
and in third-place tie with 12% 
readership, the Carstairs ad and 
a 182-line Purity Bakeries “Tay- 


On Friday, both men and women 
gave highest readership to a 405- 
line Trommer’s beer ad on Page 4, 
read by 11% of men and 10% of 
women; a 168-line Faesy & Best- 
hoff “Loma” (plant food or soil 
enricher) ad on Page 19, men 10% 
and women 4%; and a 444-line 
New York Telephone Company ad 
concerning curtailment of phone 
usage, men 9% and women 7%. 

On Thursday, women’s over-all 
and local advertising readership 
and men’s and women’s readership 
of classified advertising were 
above average for all such studies 
to date. 


Editorial Readership Up 


Analysis of editorial depart- 
ments disclosed that on Friday 
52% of the men read editorials 
against the 45% average male 
readership to date; and 84% of 
the women read the editorial page 
Thursday, against the 81% wom- 
en’s readership averaged in all 
studies to date. 

The bulk of the cost of the Con- 
tinuing Study of Newspaper Read- 
ing is defrayed by the Bureau of 
Advertising, American Newspaper 
Publishers Association. The Nas- 
sau studies were made _ possible 
through special financial support 
of the Daily Review-Star. 


Albany Aids Ad Vets 


Glen Myers, president, John G. 
Myers Company, Albany, N.Y., de- 
partment store, is chairman of a 
committee of the Albany Advertis- 
ing Club appointed to furnish guid- 
ance to returning veterans inter- 
ested in advertising, selling and 
merchandising. Other members are 
Harry L. Goldman, Goldman & 
Walter agency; George Frank, 
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aghenner 


Gateway of the Golden West 


Stand on the commer of Portage and Mam Half clow 
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‘CITY OF WEEK'—The achievements 
of Winnipeg are pointed up in this 
newspaper copy, one of a new ''For- 
ward with Canada" series sponsored by 
Northern Electric of Canada. 


PostwarCustomers 
Want Second Look 
Salesmen Warned 


New York, Oct. 3.—The lesson in 
conservation learned during the 
war will influence many prospec- 
tive customers to “take a second 
look” before they purchase new 
“nostwar” items, according to 
James J. Nance, vice-president of 
Zenith Radio Corporation, Chicago. 

Addressing a meeting of the 
Sales Executives Club, Mr. Nance 
said that the “Achilles heel” of in- 
dustry is its inability to create 
sustained demand for merchan- 
dise, particularly consumer durable 
goods which must pace the entire 
business activity of the nation to 
new highs. 

He asserted that sales-minded 
management must hold up national 
income and consumer expenditures 
“to levels that come at least close 
to those of wartime boom years” 
and warned against over-pricing, 
pointing out that “it was the fan- 
tastic price structure of 1921 that 
led to the buyers’ strike.” 


‘Tax-Free’ Co-ops 
Fought in Iowa 


Des Moines, Ia., Oct. 3.—The 
Iowa Small Business Men’s Com 
mittee has begun the first 
tained advertising effort to carry 
the fight against tax-free co-ops, 
particularly Rural Electrification 
co-ops, to the public. 


sus- 


Through Meneough Advertising 
Agency here the group has begun 


3 
Kraft Sets New 
Goal for Postwar 
Sale of Cheese 
Chicago, Oct. 4.—Although it 


hasn’t taken the wraps off any of 
the new products it plans, Kraft 
Foods Company is launching an 
intensified program to boost domes- 
tie cheese demands to all-time 
highs. National advertising of oth- 
er foods will be stepped up as sup- 
plies become more plentiful. 


Among the products which may 
make a national bow, but about 
which Kraft still is keeping quiet, 
is the Kraft powdered whole milk 
it tested extensively in several 
Texas markets in January, 1944, 


| and later extended to other South- 


western and Southeastern markets. 
The government set-aside on this 
new product for the armed forces 
—90%—has been dropped. 


Campaign Started 


One other food in the Kraft line 
of more than 100 items which may 
get increased promotion is Frizz, 
ice cream mix which was given a 
Chicago test several years ago and 
later extended, without benefit of 
advertising, to the New York mar- 
ket. Limited by the short sugar 
supply, Frizz now is being sold in 
Chicago and throughout Illinois, 
New York, St. Louis and Los An- 
geles. 


The first phase of the cheese 
campaign is under way, with full- 
color pages in national magazines 
explaining to consumers why 
cheese supplies were short during 
the war (the wartime set-aside on 
cheese also has been removed), 
praising the dairy industry for 
record production and whetting 
consumer appetite for the various 
types of cheese Kraft will be turn- 
ing out in increasing supply dur- 
ing coming months. 

Next month the magazine series 
will swing over to an industry- 
wide selling theme with the slogan, 
“Ounce for ounce there’s no basic 
food that equals cheese for com- 
plete high-quality protein.” Kraft 
varieties in greatest supply will be 
pushed. 


Other Promotions Continue 


John H. Platt, advertising direc- 
tor for Kraft since 1924 and re- 
cently elevated to the position of 
vice-president in charge of adver- 
tising and public relations, has 
guided advertising policies of the 
company during most of the period 
which saw it emerge as the first 
national advertiser of brand-iden- 
tified cheese and then go on to 
become one of the nation’s leading 
food products advertisers. Among 
campaigns under his direction in 
recent years were the introduction 
of Miracle Whip salad dressing 
and Parkay margarine. Both have 


a test campaign of six quarter-| 
page ads in 90 county seat week- | 
lies and small dailies in Iowa, 
stressing that co-ops don’t, but | 
should, pay taxes. 


Although the ads hammer 
both federal and state tax inequi- 
ties, their appearance at present 
is largely influenced by the fact | 
that an interim legislative group 

studying the state tax struc 
ture now, with a view to revisions. | 


Is 


'been consistently advertised via 
/ magazine and network radio, and 
| the promotion is continuing. 
Since Kraft launched its first 
nationwide advertising campaign 
program, per capita consumption 


of cheese in the U. S. increased 
nearly 70%. During coming 
months, Mr. Platt said, the com- 


pany hopes not only to build do- 


|mestic cheese demand up to the 


prewar level, but to a record high. 


J. Walter Thompson Company 


| handles the Kraft account. 


‘News’ Film Shown 


Robert L. Smith, executive vice- | 
president and general manager, | 
Los Angeles Daily News, aided by 
Jann & Kelley, Inc., its represent- | 
atives, has begun showings of a 


Knickerbocker News; Paul Dennix, 
WOKO; Margaret M. Fish, Albany | 
Publicity Service, and Edward J. | 


sales | Riley, McManus & Riley clothing 
| store. 


| color film on the Los Angeles mar- 


ket and the part played in it by 
the Daily News, to groups of ad- 
vertising men in_ Boston, New | 


| York, Chicago and other cities. 


PAA Adds Members 


Pacific Advertising Association 
has added the following regular 
members: Ray Carr Organization, 
Portland; Peninsula Newspapers, 
Inc.; Shell Oil Company, San Fran- 
cisco; and Puget Sound Power & 
L ight Company and Sick’s Brewing 
| Company, Seattle. 
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Competition to 
Hold Appliance 
Prices Near “42 


Chicago, Oct. 4.—Although there 
was increasing evidence this week 
that OPA’s battle to maintain 
1942 prices might eventually be 
lost, appliance manufacturers in 
particular had reason to ponder 
the competitive advantages of the 
lowest possible prices. 

Not only was Electric Household 
Utilities Corporation penalized by 
OPA for beating the gun with a 
price rise, so that it cannot im- 
mediately take advantage of the 
7.7% washer increase authorized 
by OPA, but Westinghouse ap- 
pliance division joined the ranks 
of manufacturers who announced 
that their new appliances will sell 
at or below prewar levels. 


Distributors in Saddle 


In making its announcement, 
Westinghouse made it clear that 
its new policy is based on the 
hope that increased efficiency and 
volume output will compensate 
for smaller margins, but that 
prices will have to be increased if 
these factors do not materialize. 

With Edison General Electric 
Appliance Company already com- 
mitted to the introduction of its 
Hotpoint dishwasher at some 30% 
below prewar prices, it became ob- 
vious that few manufacturers 
would have the hardihood to boost 
prices substantially, particularly 
since under existing OPA regula- 
tions most of the manufacturers’ 
boosts would have to be absorbed 
by distributors and retailers. With 
distributors certain to hold the 
whip hand in the appliance field for 
some time to come, no manufac- 


turer is eager to be put in the 
position of giving them smaller | 
profit margins to work on than | 
his competitors. 


Cory Uses Slide Film | 

Cory Glass Coffee Brev er Com- | 
pany, Chicago, has prepared a 20- 
minute slide film to aid dealer and 
jobber sales personnel in selling 
Cory coffee makers. The film traces 
the history of coffee making equip- 
ment and outlines selling features 
of Cory. . 


Harway to San Francisco 
Don Harway & Co., Los Angeles 
publishers’ representative, has op 
ened San Francisco offices at 1105 
Russ building. Herbert S. Tanner, 
recently returned from five years 
of Army service, will be in charge. | 


| “a frank statement about the gaso- 


| line is rapidly going back to the 


| gaging “in a battle of adjectives” 


Macy’s Promotes 
Available Items 


New York, Oct. 2.—R. H. Macy 
& Co. took full-page space in met- 
ropolitan dailies this week to tell 
customers when it expects to put 
various types of merchandise on 
sale. 

The ad says that the store will 
not advertise many items until 
there is enough to take care of de- 
mand, but that many unadvertised 
items are available already in lim- 
ited quantities. 

Copy says, for example: “We 
have, for instance, as much broad- 
loom as any other store in town, 
but we don’t think we have enough 
to warrant making a_ hullabaloo 
about it.” 

As for merchandise on sale, the 
ad answers questions such as, 
“Washing machines? If not Oc- 
tober—then certainly November. 
And not a preview: you'll be able 
to buy.” 

Other merchandise: “Vacuum 
cleaners in a few weeks. Good 
stocks probably by November. Re- 
frigerators . . . November or De- 
cember. Radios in new designs... 
within two weeks, we hope. Frozen 
food freezers now—and we were 
first to have them at Macy-low 
OPA approved prices.” 


Amoco Campaign 
for New Gasoline 
Bans ‘Adjectives’ 


Baltimore, Oct. 4.—Ame 
Oil Company, in 1,000-line inser- | 
tions appearing this week and 
last in 475 newspapers in Amoco 
territory from Maine to Florida, 
is issuing to the American public 


line situation.” 
After a summary of petroleum | 


_achievements in the war, Amoco! 


announces that “better grade gaso- 


” 


although it “won’t be 
The company shuns en-| 


pumps, 
atomic.” 


about its gasolines, and declares 
it “just wants to remind you of 
the prewar reputation of Amoco 
Gas and American Gas, honest 
products, honestly described.” Co 
py reminds the reader, “it’s not 
what’s in the ad — it’s what’s in 
the pumps.” 

Amoco, through Joseph Katz) 
Company, Baltimore and New 
York, also uses extensive outdoor 
poster showwings and _ sponsors 
commentator Edward R. Mur-' 
row’s “World News” over CBS. 


{ 


| with little 
| their normal promotional instincts. 


| distribute 


More Effective 
Sales Machinery 
Called Vital Need 


U.S. Chamber Tells 
Distributors of 
‘Progress Areas’ 


Washington, Oct. 4.—Warning 
that distributors will have to be 
more than order takers to sell the 
flood of goods necessary if this 
country is to maintain a high level 
employment, the U. S. Chamber of 
Commerce on Monday will release 
some special advice for “progres- 
sive distributors and distributing 
organizations desirous of leading 
the postwar procession.” 

Compact in arrangement, the 
pamphlet was written by the Cham- 
ber’s domestic distribution depart- 
ment, to highlight four “areas” 
where distributors may need to 
take special pains to insure sales 
machinery capable of moving the 
30 to 50% more goods’ which 
the Chamber considers indispens- 
able for prosperity. 

Sets Four Areas 

The areas, as members of the 
Chamber’s subcommittees on mer- 
chandising, advertising and sales 
promotion, and personal selling see 
them, are: “future personnel”; 
“fact finding”; “improvement of 
quality of distributing activities” 
and “understanding.” 

In outline form, each of the three 
subcommittees offers its sugges- 
tions for improving distributors’ 
organizations, based on the business 
experience and knowledge of the 
committee members. 

In a foreword, Eric A. Johnston, 
president of the Chamber, points 
out that many intelligent Ameri- 
cans have voiced serious doubts 
whether our factories and work- 
shops can be kept in operation at 
a scale sufficiently large to main- 
tain full employment. 

Some Pointed Questions 

‘What, they ask, will we do with 
the flood of civilian goods, perhaps 
50 percent in excess of that of our 
best prewar production? Will we 
be able to sell them? Or will they 
pile up on dealers’ shelves, in dis- 
tributors’ warehouses, on factory 
shipping platforms until our eco- 
nomic machine is choked by its 
own abundance?” 

Mr. Johnston said he is confident 
that the American business man 
can bridge the gap between factory 
and user. “But this business is not 
going to be dumped onto the dis- 
tributors’ laps automatically,” he 
declared. “They must go after it. 
They must be business getters, not 
order takers. They must step up 
the fine art of selling to new and 


rican) unprecedented heights.” 


New Techniques Needed 
“During the war,” the pamphlet 
points out, “producers learned 
many new operating tricks, but 
goods were handled by distributors 
need for exercise of 


“To the distributor, reconver- 
sion will be a welcome change, a 


/chance for major expansion, and a 


chance to exercise his all-pervad- 
ing instincts to sell, promote and 
the maximum produc- 
tion of American industry.” 
Seeks Best Personnel 
In the first area, “future per- 
sonnel,” the pamphlet proposes 
steps “to improve the productivity 
of present employes, and attract | 
the highest caliber people into mer- 
chandising, advertising, sales pro- 
motion and personal selling.” It 
mentions training courses for pres- 
ent employes, retraining for veter- ' 
ans, cooperation with schools to 
develop future personnel. 
Area two, “fact finding,” calls 


attention to the Chamber’s belief 
that many firms spend too much 
money on product research, and 
too little on market research. 
‘When the importance of distribu- 
tion is fully recognized,” it says, 
“would it be too much to expect 
an equivalent effort on fact finding 
in the distribution end of busi- 
ness ?” 

“Advocate to those engaged in 
advertising and sales promotion 
the need of increasing to the great- 
est possible extent our total dis- 
tribution. Do everything possible 
to alter the traditional policy of 
American business which holds 
that you are successful if you get 
an increasing percentage of the 
available market, even though the 
total market is shrinking,” the 
committee urged. 


Goodrich Promotes 
Better Than Natural 
Synthetic Tire 


Akron, O., Oct. 2.—B.F. Good- 
rich Company, after unveiling its 
first postwar passenger-automobile 
tire made of synthetic rubber, is 
proclaiming to consumers the new 
tire’s ability to “outwear prewar 
naturals” with special announce- 
ment ads. The ads are appearing 
this week as part of Goodrich’s 
regular campaign in _ Collier’s, 
Life and The Saturday Evening 
Post, with American Magazine 
scheduled for later this year. 

The new synthetic tire also will 
be promoted on Goodrich’s new 
network show, “Detect and Col- 
lect,” which opens Oct. 4 on the 
full American Broadcasting Com- 
pany network. The program will 
be heard Thursday, 9:30-9:55 p.m., 
EST. 

Will Use Other Media 

Plans for newspaper promotion 
are not yet set. A business paper 
campaign is planned and dealer 
cooperative promotion  vrobablv 
will be organized later this fall. 
Batten, Barton, Durstine & Os- 
born, New York, is the agency. 

John L. Collyer, Goodrich presi- 
dent speaking at the unveiling of 
the tire in New York yesterday, 
said “it is highly possible that, 
for certain elements in a tire, syn- 
thetic rubber may be developed 
that is markedly preferable to nat- 
ural rubber.” 

Credits Construction Changes 

A.W. Phillips, general superin- 
tendent of Goodrich’s tire division, 
pointed out that the advent of this 
tire “does not mean that synthetic 
rubber, in itself, is now the equal 
or the superior of natural rubber 
for use in tires. The chief reason 
for the high performance record is 
the strength and durability achiev- 
ed through construction changes.” 

The fundamental advance in the 
new all-synthetic Silvertown tire, 
Mr. Phillips explained, is a tread 
with a wider and fiatter profile, 
producing longer and more uni- 
form tread wear. This is possible 
by using a new and stronger cot- 
ton cord as well as increasing the 
number of cords per inch in the 
plies. 

Mr. Phillips added that it is 
indefinite when the new tire will 
be available in quantity to eligible 
motorists, but “distribution will go 
forward as fast as possible.” 


Distributes Sterilamp 
Atlantic Ultraviolet Company, 

recently formed at 57 William St., 

New York, has been appointed ex- 


clusive distributor for the bacteri- | 


cidal Sterilamp, product of the 
lamp division of Westinghouse 
Electric Corporation, Bloomfield, 
| N. J. 


| 
| 


( 
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Buick Unveils 
Three ‘46 Lines; 
Ads Scheduled 


Detroit, Oct. 4.—Buick div soy 
of General Motors will un »rq, 
its first postwar cars—three joey 
lines of 1946 models—this \ ee 
end. The new cars, all str: igh 
eights, are characterized by | ong 
low appearance. They incorporate 
“several score” major design 
changes and refinements throich. 
out the body, chassis and envine 

The first showing of the ‘4 
Buicks is to open next Sunda; 
in the General Motors building 
lobby here, with five differen 
models to be put on display. 

Harlow H. Curtis, in announce 
ing the new models, said _ initia] 
production, now under way, wil] 
be confined to the Series 50 Super, 
As output continues and materials 
become more abundant, the two 
other cars—the Series 70 Road. 
master and the Series 40 Special 
—-will be brought into production, 
It is planned to produce more 
than 300,000 of the 1946 models, 
New plants and facilities unde 
construction are designed to pro 
vide Buick with an ultimate capac- 
ity of upwards of 550,000 cars 
annually. 

It is understood that announce 
ment advertising is planned for 
a long list of national magazines 
this month. Newspapers will car. 
iy announcement insertions wher 
the new Buicks are placed on dis 
play in the various dealer’s local 
ities. 


Kroger to Start 
Six-Week ‘Linda’ 
Contest Oct. 8 


Cincinnati, Oct. 2.—Twenty-five 
washing machines, 50 vacuum 
cleaners and 6500 electric irons 
will be awarded to customers of 
the Kroger Grocery & Baking Com 
pany ina contest Krogei 
will run from Oct. 8 to Nov. 14 
tying in with the 8-year-old quar 
ter-hour radio serial, ‘Linda’ 
First Love,” sponsored by Kroge! 
over 30 midwestern CBS stations 
at 2:45 p.m. CST. 

Prizes will go to Kroger patrons 
and to radio listeners each week 


945 


for best completions of _ the 
sentence, “I like Kroger’s Hot 
Dated Coffee because ... ” In ad 


dition, “showmanship” plaque and 
Gruen watch awards will be pres 
ented to radio station personne! 
who do the best job of promot 
ing the drive based on “Linda's” 
Nov. 9 wedding. 

Kroger will promote the contest 
on its broadcasts and in ads in 
more than 1,000 newspapers. )iil- 
lions of contest entry blanks hove 
been prepared, each promot "ig 
the serial. Point of sale displ.ys 
also have been readied for he 
six-week drive. 

Through Ralph H. Jones C:™ 
pany, agency for Kroger, a 19x: 
16-page, plastic-bound  broch re 
has been mailed to radio stat 0? 
managers handling the progra™. 
pointing out that the wedd \¢ 
promotion will be exception: 
large in the amount of prizes 
be awarded, and that it will 
crease the stations’ audiences. 


Callahan Starts Letter 
Vincent F. Callahan, for th: 
years national director of war bo / 
promotion for the Treasury ! 
partment, has begun a_ wet 
news-letter on export trade fl 
editorial offices at 1701 H St. N. 
Washington. Associated with |! 
will be Wayne Randall, New Y: 


| and Washington newspaper ma! 
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elin & Fink Seeks 
Agencies; Other 
Accounts Change 


Continued from Page 1) 


t. louis. Twenty-four sheet post- 
rs .nd car cards will be used lo- 
rally. 

._.. Marvin Hahn Advertising, 
etroit, has been appointed to han- 
ile advertising of Hoskins Mfg. 
‘ompany, Detroit, manufacturer 
f heat resisting wire, and Choice 
oods, Ine., Centerline, Mich., mak- 
r of Soleo, chocolate food drink. 
_, . Prima Products, Bridgeport, 
onn., manufacturer of Aquella 
vaterproof surface coating for por- 
us masonry surfaces, has placed 
ts account with Moser & Cotins, 
Jew York. 

Butler-Advertising, New 

‘ork, has been named by Beacon 
lass Company, New York. Trade 
wublications in the gift and glass- 
vare fields will be used. 

.. . King Kone Corporation, New 
‘fork, has placed advertising of 
ts Old London melba toast and 
ther products with Seidel Adver- 
ising Agency, New York. News- 
vapers and radio are planned. 

To Advertise Chair 

... Parker-Knoll Ltd., High 
Vyeombe, England, manufacturer 
if Parker-Knoll patented chair, is 
mlanning to manufacture in Cana- 
la and has appointed Harold F. 
Stanfield Ltd., Montreal, to direct 
dvertising in the United States 
ind Canada. Newspapers, maga- 
ines and trade publications will be 
ised nationally. 


Four A’s Endorses 
eekly Ad Bureau 


Syracuse, N. Y., Oct. 6.—The 
American Association of Adver- 
tising Agencies will cooperate in 
every way possible to make the 
Weekly Newspaper Bureau a suc- 
cess, E. F. Wilson, vice-president 
of MeCann-Erickson and chairman 
of the Four A’s weekly newspaper 
committee, declared here. 

Mr. Wilson asked all weekly 
newspaper publishers to “join 
hands and thereby help to provide 
advertising agencies with an ever- 
increasing quantity of factual 
data,” 

At a joint meeting in New York 
Aug. 8, at which the Four A’s, Ad- 
vertising Research Foundation 
and National Editorial Association 
were represented, the NEA, 
through the Weekly Newspaper 
Bureau, set in motion machinery 
by which the weekly newspaper 
vill be surveyed by the foundation. 


FCC to Hold Hearing 


on FM Assignments 


The FCC has promised major | 


radio networks a public hearing 
Qet. 15 on protests over the com- 
mission’s policy of assigning the | 
most desirable New York FM chan- 
nels to independents. 

In a complaint to the commission | 
Sept. 27, CBS said its assignment 
‘ssured only 60° of full coverage; 
NBC said its outlet would fail to. 
each half a million New Yorkers. | 

The commission also has post- 
red public hearings on television 
i's from Oct. 4 to Oct. 11. 


loins Stewart, Brown 
| atherine G. Parker, chief of the 
of survey standards and tech- 
ques, Bureau of the Census, 


: 9 \eshington, for 11 years, has been | 


p}ointed director of field opera- 
los and standards by Stewart, 
wn & Associates, New York. 


Tampa Papers 
Fight Against 
City License Tax 


Tampa, Fla., Oct. 2—The Tam- 
pa Times and Tribune filed a cir- 
cuit court suit Saturday against 
the city of Tampa, attacking a 
license tax ordinance on _ the 
ground that it seeks to curtail 
freedom of the press. 

The suit is similar to one in 
which the Florida supreme court 
ruled in favor of the newspapers, 
declaring that a city license tax 
against newspapers, based on their 
circulation, is invalid because _ it 
impairs freedom of the press. The 
Tampa complaint was signed by 
J. S. Mims, president of the 
Tribune, and David E. Smiley, ed- 
itor and publisher of the Times. 


The new ordinance provides for 
an annual license tax against 
newspapers, based on gross re- 
ceipts from sales and advertis 
ing. It also provides that city 
officials may inspect company 
premises and records. Tampa pub- 
lications object to this provision 
also, since they claim city officials 
intend to make such searches “to 
determine authorship and names 
of persons submitting articles” 
and use this information to block 
these sources of information or 
prevent employment of the peo 
ple involved. 


Networks, BMB 
Talk Financing 


of New Studies 


New York, Oct. 3.—The four, 
major networks, after hearing a| 
presentation by the Broadcast. 
Measurement Bureau of its net- 
work participation plan, have been 
invited to discuss the plan with the | 
finance committee of the BMB) 
board. 

CBS, MBS and American Broad- | 
casting Company have expressed | 
their interest in the plan and their | 
desire for meetings with the com- 
mittee, dates for which are now 
being set. 

No definite date has been ar- 
ranged with NBC, and, according 
to BMB, probably won’t be until 
after H. M. Beville takes over as 
NBC director of research. Now in 
the army, Mr. Beville is about to 
be released to return to his for- 
mer position with the network, al- 
though the announcement has not 
yet been made. 


Life Insurance Admen 
Meet in N.Y. Next Month 


The annual meeting of the Life 
Insurance Advertisers Association 
will be held at the Hotel Pennsyl- 
vania, New York, Nov. 12-14, with 
Powell Stamper of the National 
Life & Accident Insurance Com- 
pany, Nashville, acting as general 
chairman. 

Entries in the annual competi- 
tive exhibit may be submitted for 
any three of 10 classifications to 
Albert F. Randolph, Penn Mutual 


_ other in the same locality.” 


Life Insurance Company, Phila- 
delphia, chairman of the Keystone 
group of the LAA, which is acting 
as the exhibits committee. 


The following have been elected 


_to membership in the LAA: Leigh- 


ton A. Beers, Protective Life In- | 
surance Company, Birmingham, 
Ala.; William R. Goode, Provident 
Life & Accident Insurance Com- 
pany, Chattanooga, and John S. 
Romig, Provident Mutual Life In- 
surance Company, Philadelphia. 


| ing services ranging from storage 
| of furs to 


Frigidaire and 
Deepfreeze Tell 
Freezer Plans 


Chicago, Oct. 83.—Frigidaire div- 
ision of General Motors Corpora- 
tion will enter the home freezer 
field with three models, division 
officials revealed here at a show- 
ing of new electric ranges and re- 
frigerators. 


The division also will make a 
full line of kitchen cabinets. 

Frigidaire has developed a three 
foot - high freezer with slightly 
more than four cubic feet of stor- 
age space, and plans to make an 
8-cubic-foot cabinet model and a 
5.1-cubic-foot model. Officials be- 
lieve the freezers will be available 
to the public soon after the first 
of the year. The division will also 
include a “Super-Freeze” chest in 
its deluxe refrigerator. 

Frigidaire’s announcement that 
it will enter two new fields comes 
shortly after an announcement 
by the Deepfreeze division of Mo- 
tor Products Corporation, in a 16- 
page booklet to dealers, that Deep 
freeze will concentrate entirely on 
production of freezers. 

No Slow-Moving Goods 

“Deepfreeze is dedicated 100% 
to low temperature specialization 
both in home freezers and in the 
industrial field. We have no other 
interests to take our eye off the 
ball,” the booklet emphasizes. It 
points out that “the specialist does 
not have to overload his dealers 
with slow-moving merchandise” 
or “have to take on so many deal- 
ers that they are underselling each 


The booklet contains a recapitu- 
lation of optimistic predictions 
made by government officials and 
others about the future for frozen 
foods and home freezing units, 
but warns dealers that “business 
never came in ‘over the transom’ 
for a new major home appliance 
in the past—no matter how much 
it had to offer—and there’s no 
reason why home freezers should 
be an exception.” It asserts that 
after the honeymoon sales period 
ends, most of the 400 companies 
planning to make freezers will have 
dropped out of the picture, warns 
that dealers must tie up with a 
leader in the field, and calls atten- 
tion to the division’s reputation 
for pioneering in the field since 
1937 and to its concentration sole- 
ly on freezer production. 


NEW FOODS COMING 

New York, Oct. 2.—In the Sep- 
tember issue of Quick Frozen 
Foods, E. W. Williams, publisher, 
asserts that within the next few 
months West Coast packers will 
present a wide variety of new 
frozen foods. These will include 
a new line of quick frozen vege 
table and fruit baby foods; a con 
centrated orange juice that can 
be defrosted quickly: a group of 
specialties including lobster New- 
burg, curried shrimps, ete. One 
packer has begun, production of 
frozen Sierra berries—a new straw- 
berry as big as an apricot. 


FORESEE COLD CENTERS 
Chicago, Oct. 2.—Suggestion 
that complete “cold centers,” offer 


processing of frozen 
foods, may develop in the future. 


has been made here by officials 
of the Refrigeration Equipment | 
Manufacturers Association. 

Such a development might stem | 
from gradual expansion of exist 
ing food locker plants or even of 
ice plants, it was said. The gen- 
eral refrigeration stores would 


provide efficient service for resi- 
dents of entire towns or communi- 
ties, by selling frozen foods at 
retail, aging meats for butcher 
shops, servicing refrigeration units 
for home owners, and the like, as- 
sociation members asserted. 


Meat Institute's 


Fall Campaign 
Based on Aminos 


Chicago, Oct. 3.—The Ameri- 
can Meat Institute will launch an 
extensive campaign this month to 
tell the story of amino acids, ele- 
ments which scientists have found 
are indispensable to human nutri- 
tion. Meat is one of the few foods 
which contain the essential amino 
acids. 

Using as a theme “what aminos 
in hospitals teach us about meat 
at home,” 1,000 and 400-line ad- 
vertisements will appear in some 
600 newspapers in 400 cities dur- 
ing the month, They will explain 
that military medical men found 
that wounded, burned, starved or 
infected casualties recovered fast- 
er when given plenty of meat. 

Full-page black and white or red 
bleed pages will be used in most 
of the magazines on the institute’s 
list, and cartoon-type ads will be 
placed in seven food trade jour- 
nals and two home economics pa- 
pers, while 30 livestock publica- 
tions will use the regular commer- 
cial channels of trade when sell 
ing livestock so that meat and its 
by-products can be better utilized. 

Leo Burnett Company is the 
agency. 


LaRoche Denies 
"New Job’ Rumor 


New York, Oct. 3.—The recent 
shake-up at the American Broad- 
casting Company, which resulted 
in the resignation of top person- 
nel and the assumption of direc- 
tion by Mark Woods as director of 
operations in place of Chester J. 
LaRoche (AA, Oct. 1), has started 
many rumors concerning the even- 
tual withdrawal from the network 
of Mr. LaRoche. 

Although he owns 124% of the 
stock and continues as vice-chair- 
man of the board, it is rumored 
that Mr. LaRoche will be leaving 
the network within a relatively 
short time, disposing of his hold- 
ings in the interim. 

Mr. LaRoche, however, told Ad- 
vertising Age that he plans to 
continue with the company and 
that for the present he has no 
other plans regarding affiliation 
with an advertising agency or any 
other organization. 


Thackreys Form 
Sales Company 


New York, Oct. 3.—Theodoro 
Advertising Service has been 
formed to represent all newspaper 
properties of Mr. and Mrs. Ted O. 
Thackrey, including the New York 
Post, Paris Post and Bronx Home 


News. Offices will be maintained 
in New York, Detroit, Chicago, 


San Francisco, Los Angeles, Lon- 
don and Paris. 

John Peterson formerly associat- 
ed as owner, publisher or business 
manager of four Connecticut week- 
lies, will be in charge of newspaper 
sales of the bureau. He was for- 
merly director of national advertis- | 
ing of all Scripps-Howard newspa- 
pers. 

Elbridge Foskett, promotion di- 
rector of the Post, will handle pro- 


motion of the new bureau and will | 


be assisted by Mrs. Evelyn Vorse, | 
formerly of Newsweek, 


Rumford Ups Ad 
Budget; Others — 
Plan Campaigns 


With an increase in advertising 
expenditure, Rumford Chemical 
Works, Rumford, R. I., is launch- 
ing its fall campaign, continuing 
the service type of advertising be- 
gun last year. The copy helps 
housewives by featuring newly de- 
veloped recipes requiring little 
sugar or shortening. The campaign 
will appear in about 600 newspa- 
pers and will also use radio. H. B. 
Humphrey Company, Boston, is 
the agency. 

...-Modern Foods, Inc., Newark, 
is promoting X-Pert ginger bread 
mix and devil’s food cake mix in 
103 East Coast newspapers and 
two business papers using 50-line 
advertisements. Peck Advertising 
Agency, New York, handles the 
account. 

...Old Dutch Mills, Inc., New 
York coffee roaster, through Peck 
Advertising Agency, will extend a 
campaign of 150 to 300 line inser- 
tions in New York newspapers to 
eight newspapers in New England. 
Ads, now appearing in the New 
York Herald Tribune, Sun, Times 
and World-Telegram, will continue 
to Dee. 15. 


Folger Features Veterans 


...In its largest fall campaign, 
J. A. Folger & Co., San Francis- 
co coffee roaster, through Ray- 
mond R. Morgan Company, Holly- 
wood, highlights its 58 servicemen 
who have joined or rejoined the 
company. The drive, in seven Pa- 
cific Coast and far western states, 
includes 12 140-line insertions in 
44 newspapers, 42 radio stations 
of the Don Lee Network, two con- 
sumer magazines and six business 
publications. 

Other Campaigns Launched 

...Cofax Corporation, New 
York and Lynbrook, Long Island, 
maker of Pax dry seal tape, is 
launching a national advertising 
campaign through Arthur Rosen- 
berg Company, New York.  Fol- 
lowing an initial trade publication 
promotion, a list of national con- 
sumer magazines will be used. 

...Locke, Johnson & Co., Toron- 
to, will release an extensive cam- 
paign in November for Remington 
Rand Ltd., Toronto, announcing 
the return of the Remington elec- 
tric shavers. Color advertising will 
be used in rotogravure sections and 
Canadian magazines, and dealer 
announcements will appear in 
trade papers. A number of sta- 
tions across Canada will carry ra- 
dio spots. 

...Gold Medal Hair Products 
Company, New York, will add 100 
newspapers to the campaign on be- 
half of Carbonel which is already 
running in 30 dailies. Campaign 
will cost approximately $50,000 
and will be placed through W. L. 
Vomack, Inc., New York. 

...Pennsylvania-Central Air- 
lines, Washington, has launched a 
new campaign in approximately 
35 papers in 13 cities to promote 
lower fares. J. Walter Thompson 
Company, New York, is in charge. 


Wallace to Speak 

Secretary of Commerce Henry A. 
Wallace will speak on “The Part 
to Be Played by Distribution in 
Creating 60,000,000 Jobs” at the 
opening session of a series of six 
Monday marketing and distribution 
conferences beginning at the Wal- 
dorf-Astoria Hotel, New York, 
Oct. 22. The series is sponsored by 
the National Federation of Sales 
Executives and Advertising Fed- 
eration of America. 
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Java Sugar ‘Find’ 
Raises Hopes of 
Industrial Users 


Quota ‘Bonus’ Seen 
for Final Quarter; 


Advertising Gains 

Chicago, Oct. 4—A _  1,600,000- 
ton hoard of sugar discovered in 
the Jap-surrendered ports of Java 
brought hope this week of a much 
quicker end to sugar rationing. 
with greater supplies for homes, 
restaurants and institutional us- 
ers, and major industrial users 
who have been limping along with 
meager amounts. 

News of the Java “find” came 
from Agriculture Secretary Ander- 
son, who said the sugar will be 
added to the allied nation’s pool 
and should start moving to the 
U.S. within a couple of weeks. If 
the new stockpile is divided on 
the basis of past allocations, the 
United States will get between 
700,000 and 800,000 tons. 

All food rationing except for 
sugar may be ended Jan. 1, the 
Secretary said, and even sugar 
rationing may be dropped a few 
months later except for continuing 
controls over the amounts allotted 
to refineries and industrial users. 
Bottlers, manufacturers of bread 
and bakery products, and confec- 
tioners are the top users in the 
latter classification. 

Bakers Come First 

Bakers, the Secretary added, 
probably will be the first to benefit 
from the Javanese supply—a de- 
velopment which would more than 


likely raise new protests from 
soft drink bottlers and the candy 
makers. 

Current sugar allotments for 


the final quarter of 1945 provide 
50% of their 1941 base usage for 
the bottlers and candy manufac- 
turers, while the bread and bakery 
goods producers get 60%. Govern- 
ment authorities may announce a 
“bonus” allotment for the quar- 


ter, as has been done several times | 


in the past, but whether it will 
be 10%, as formerly, or a more 
generous figure is not known. 

Members of the National Confec- 
tioners Association, Chicago, with- 
out risking any predictions on 
when candy production can be 
stepped up, nevertheless are op 
timistic over an obviously eased 
situation. They, as well as other 
major sugar users and the public 
at large, had been warned that 
rationing probably would _ last 
through 1946. 

Supply Unexpected 

The possibility that sugar would 
be found in Java was recognized, 
but the industry was afraid to 
hope for much. Not a normal U.S. 
supplier, Java produces from 
500,000 to as much as 2,900,000 
tons annually. The Cuban crop, on 
which grinding will start about 
Jan. 1, may amount to 4,500,000 
tons. 

Advertising of candy as a food, 
and of individual candy brands, 


has been stepped up considerably | 
during the past two years despite 


heavy demands of the armed forces 
for candy bars and an acute do- 
mestic shortage. The association, 
through Leo Burnett Company, 
and L. G. Maison & Co., Chica- 
go, last July started the second 
vear of a $1,000,000 two-year cam 


paign to convince the public, as| 


well as health authorities, physi- 
cians and nurses, that candy is 
nutritionally good. To date, it has 
raised well 
amount needed to continue 
drive until next July. It is using 
national magazine and professional 
publications (AA, June 25). 


Advertising by individual com-| top-quality rank. 


over $400,000 of the) 
the | 


~ {ook! THEYRE HERE: \ 


A 


Order your new Singer Sewing Machine Now! 
“Sanae “SINGER 
A \ * ~ ‘Wetec wacw (omPeNT 
$ 


IN PRODUCTION—Singer Sewing 
Machine Co., New York, will use this 
copy in November and December 
magazines to announce the return of 
sewing machines for consumers for the 
first time in four years. Young & Rubi- 
cam is the agency. 


panies is on the upgrade, too. Mars, 
Inc., through Grant Advertising, | 
Chicago, is sponsoring two *net- 
work radio shows and employing 
national publications to promote 
its bars. 


Shotwell Mfg. Co., Chicago, this 
week started airing singing com- 
mercials over four Chicago sta- 
tions, 50 times weekly, for its Hi- 
Mac candy bars, These radio an- 
nouncements, like the Hi-Mac ads 
appearing consistently in The. 
American Weekly, This Week 
Magazine and more than two dozen 
other publications, point up the 
Vitamin B1 “health extra” added 
to the bar. Production of the Big 
Yank candy bar, suspended by 
Shotwell at the start of the war, 
has been resumed and its return 
is being advertised in the com- 
pany’s regular schedule of maga- 
zine ads along with Hi-Macs. C. 
Wendel Muench & Co. is the 
agency. 


May Bring Back Gum 
Gum makers, whose sugar quo 
tas are lumped with the confec- 
tioners’, had hoped to increase} 
civilian production of their brands | 
| 


soon after the war ended, and the 
increased sugar supply may help 
them get back on the market 
quicker than expected. 

American Chicle Company, New 
York, recently told its customers 
that while the majority of war- 
time limiting factors had been 
overcome, it still faces a raw 
material problem, involving sugar 
principally. Cancellation of govern- 
ment contracts and reduction of 
quantities of Adams Black Jack 
Chiclets, Dentyne, Beeman’s, etc.. 
being delivered to the armed serv- 
ices do not help, the company ex- 
plained, because this business was 
all sugar exempt. American Chicle 
still is supplying a_ substantial 
amount of its total production to 
the various service branches. 

It may be several months before 
Wm. Wrigley Jr. Company’s fam 
iliar Spearmint, Doublemint and 
Juicy Fruit gum hit retail counters 
again. They’ve been off the civilian 
market more than a year and a 
half, but the Chicago manufac 
turer has maintained its radio, 
publication and outdoor advertis 
ing to protect these brand names 
and promises that they will be | 
back when Wrigley can supply 
them in full quality and | 
quantity. 


| 


The standard Wrigley brands | 
are being promoted via network | 
shows (AA, Sept. 17), outdoor | 


advertising in more than 7,000 | 
cities and towns, and with car} 
vards. No appreciable advertis- 
ing has been extended Wrigley’s | 
wartime brands, Orbit peppermint | 
and artificial fruit flavor gum. | 


since they are not regarded as of | 


| M. 


—-The Advertising Market Place— 


The rates for this department are as follows: 
“Representatives Wanted,” and ‘“‘Representatives Available,” 
Forms c 
Display advertisements take card rates. 


charge $2. Terms cash with order. 


date. 


“Help Wanted,” ‘‘Positions Wanted,”’ 
50 cents a line, minimum 
lose Wednesday noon preceding publication 


HELP WANTED | 
COPY MAN who can also do rough lay- 
outs wanted. Broadside and circular lay- 
out and copy experience necessary. Baby 
chicks and hybrid corn farm paper and 
printed literature our specialty. Good 
salary plus real future for right man. 
France-Duff Advertising Agency, 1904 Far- 
nam, Omaha 2, Nebraska. 


POSITIONS OPEN 
With agencies, advertisers, publishers and 
in radio for both men and women. 
No obligation to register. 
FRED J. MASTFRSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 


COPYWRITER 

Growing AAAA Philadelphia Agency of- 
fers excellent opportunity for young man 
or woman who can write hard-hitting 
selling copy for retail merchandise ac- 
counts. Experience in Department Store 
and other retail selling desirable. In reply, 
state age, background, experience and sal- 
ary desired. 

Box 7650, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR—tTired of doing things 
the other fellow’s way? Here’s the finest 
Agency Art Director job in the South 
with one of the South’s leading agencies 
possessing a reputation for doing out- 
standing work for every client. Congenial 
associates, a good city to live in, and a 
future that’s just about anything you want 
to make it. The man we want must be an 
excellent general artist—good on figures 
strong on layout. He must have execu- 

tive ability. He must know how to do 
things himself and how to get things 
done. He must have a pleasing person- 
ality. and the ability to get along with 
people. So called ‘temperament” has no 
place in this organization. If you're the 
right man, this is the last time you'll 
sean the classified. This is a permanent 
connection. Write fully, giving experi- 
ence, salary expected and when you will | 
be available. We need you quickly—we | 
can assure you fast action from this end. | 
If you can interest us, we'll wire for 
samples. Some well-rounded, capable man 
with his ear to the door will realize this 
is Opportunity knocking! 

Box 7665, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING & PUBLISHING 

All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


ARTIST 
Advertising display design and lay- 
out for big name accounts in apparel 
field. Excellent salary, moving expenses. 
This organization young, aggressive, and 


medium-size. L. A. Sauer, Display Corp., 
357 E. Erie St., Milwaukee 2, Wis- 
consin. ae . aA 

WANTED—EDITOR. For publication 


addressed to truck owners. Knowledge of 
truck operation and trucking field essen- 


tial. The man we want is capable of 
planning, writing, editing high grade 
periodical for leading national advertiser. 


Unusual opportunity with long established, 
well-financed Chicago organization. Salary 
commensurate with ability and experience. 


Write in full confidence, including age, 
experience and salary desired. Our en- 
tire organization knows of this ad. 


Box 7666, ADVERTISING AGE 

100 E. Ohio St., Chicago 11. IIL. 
FURNITURE ARTIST—An _ opportunity 
to join the staff of one of America’s best 
Furniture stores and to do outstanding 
work in the home furnishings field. The 
position is a permanent one for a first 
class, fully experienced furniture artist, 
man or woman. The working conditions 
are pleasant. For interview, at our ex- 
pense, write fully about yourself. Experi- 
ence, education, age and present salary. 
If possible enclose samples. Write to Pub- 
licity Director, Spear and Company, Wood 
Street, Pittsburgh, Pennsylvania. 
Assistant advertising manager for large 
manufacturer. Agency experience desir- 
able. Write complete application to N. P. 
Bagby, Box 889, Waco, Texas. 

CREATIVE COPY MAN 
WANTED: Advertising agency copywriter 
and idea man who has handled all details 
of such work for small or medium size 
agency for at least 3 years. Should be 
able to develop elements of ad or printed 
piece into rough from which artist can 
make comprehensive layout. Must know 
production. Prefer man now residing in 
or near Chicago. Outline experience, abil- 
ity and salary desired. 

Box 7690, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Junior Space Salesman, experience not 
required., 1 trade paper and 1 consumer 
paper, Chicago territory. Training. Future. 


HELP WANTED 


Creative layout artist and assistant art 


director, one with agency experience and 
thorough knowledge of illustrators and 
designers. Must have ability to make 


clean, crisp comprehensives for important 
national accounts. Send or bring samples, 
outline of experience, references and sal- 
ary required. 

Charles Daniel Frey Advertising Agency 
333 North Michigan Ave. 
Chicago 1, Illinois. 

LAYOUT MAN with ability to create ideas 
and quickly produce modern layouts for 


agency serving industrial and consumer 

accounts. Telephone, Andover 3540. 
Arthur R. Mogge, Inc. 

307 N. Michigan Ave., Chicago 1, Ill. 


ADVERTISING ASSISTANT 
Under 35, with general industrial adver- 
tising experience. Production, copywrit- 
ing, sales promotion required. Technical 
background preferred. Excellent oppor- 
tunity with a major Philadelphia oil com- 
pany. Give full details regarding educa- 
tion, experience and salary desired in 
letter to F-57 P.O. Box 3495, Phila. 22, Pa. 


SPACE SALESMAN 
Experienced in national magazine adver- 
tising. Eastern territory. Manage New 
York office. Leading educational maga- 
zine. Exceptional opportunity. Salary 
and commission. State full particulars. 

Box 7688, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Experienced Advertising Woman needed 
for sales promotion work. Must be able 
to write copy, do some planning and fol- 


low through on production. A_ splendid 
opportunity for right person. 
Box 7687. ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 

For large mid-west drug store chain. 
We don’t care if you never wrote a drug 
ad in your life. We want a man of cre- 
ative ability, experienced in planning 
newspaper and promotional campaigns. 
Reply in detail stating qualifications. 
Box 7696, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Art Opportunity in Dallas, Texas 
1-A agency, southwest’s largest. Needs 
fast, resourceful visualizer for tissue 
roughs, color comprehensives and a_per- 
centage of finish art layouts, lettering, de- 
sign and figure illustration. A congenial 


organization of 35 people. Regional and 
national accounts only. Air conditioned 
offices; north light, healthful climate, 
mild winters. Cosmopolitan city of 400,000. 
Every recreational, amusement, cultural | 
and economic advantage. Send complete | 
sample kit, photo, record of training and 
background, minimum starting salary. 
Merit will be recognized and compensated 


accordingly, based on local seale living 
cost and art prices. 
Tracy Locke Company, Inc., 


1307 Pacific, Dallas, Texas. 


; REPRESENTATIVE WANTED 


4DVERTISING REPRESENTATIVE. One 
of the twenty largest business papers in 
advertising revenue in this country, and 
the largest in its particular field, has 
an opening in the middle-west for a repre- 
sentative accustomed to plenty of travel 
and accustomed to, or capable of large 


earnings. Write in confidence full details 
of experience, etc. 
Box 7641, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES AVAILABLE 


Time-buying for — advertising _ agencies | 


expertly handled by New York radio con- 
sultant firm with national contacts. Es- 
tablished reputation. Spot specialists. 
Box 7695, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


uate, with some technical background plus 
college and Army writing experience, de- 
sires copywriting opportunity. 
Box 7686, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Experienced Ady. Exec. and Writer in 
early forties, seeks connection as adv. 
or sales promotion megr., or as copy and 
contact man with ambitious small agency. 
Fine background in plans, copy, contact, 
publicity, market research. Prefer Mid- 
West. Salary open. 

Box 7685, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Copy writer—experienced, competent, diver- 
sified writing, seeks opportunity in N.Y.C. 
agency. 
Box 7684, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ART DIRECTOR 


29 year old veteran. Six years experience. 


Advertising Age, October 8, 1 ‘ 
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POSITIONS WANTED 


A GOOD editor seeks a GOOD pi bili 
who needs a GOOD editor. 


*Successful record includes newspa er , 
porting, feature syndicate editor, 1, 
script and production, industrial sa) +s Dn 
motion, magazine editor. 


*Honorable discharge, U. S. Army. 


*Young (34), experienced (10 yrs.), heg) 
perfect, married, 1 child. 


*Business or general magazine, 


cality. Was earning $6,000 when join, 
Army; will start again at sam, » 
sweat out withholding tax. 


Box 7683, ADVERTISING ACE 
100 E, Ohio St., Chicago 11, Ill, 


CREATIVE ARTIST 
Just returned after 3144 years wit) W, 
Dept. Creative idea and layout man yw 
modern approach, Have had broad expe, 
ence handling all phases of art work » 
have a thorough understanding of prody 
tion. Age 32. Have had 5 years experiey 
with large Chicago agency. Desire conn 
tion utilizing abilities to best advanta 
Box 7692, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


A. R. Tof 


count ex 
rsom-Dur 
r, Tofte | 


Outdoor Salesman—Plant 
years experience. Now manager 
and Paint plant. 


Manager. 
Post 


Box 7682, ADVERTISING AG E fMjoye publ 
100 E. Ohio St., Chicago 11, Ill. ers since 
ADVERTISING MANAGER sly copy 


Have you an opening for a damn gy 
ad man-—a 30 year old married man w 


llis-Chaln 


has spent the past ten years in stufManager oO 
and solid, all around experience in 4 | 
industrial field? A man with the abijqmompany | 
to “get along’ with people—to pla »partmen: 
systemitize and supervise? This mar - Sout 
no gamble—his numerous references yM@elyY, SOU 
prove that! Due to a sinus condition, lx > 
interested in anything west of the Mam —- 
sissippi. vice-pre: 
Box 7691, ADVERTISING AGE se manag 
100 E. Ohio St., Chicago 11, Ill. 


ymery W 


Young woman, with adv. agency expe Norton 
ence, initiative and ability to get thing’ 
done, seeks position space dept. ChicagmmeeT, has 
agency or pub. Thoroly familiar varioherchandi:s 
forms media; likes working with figure 
knows billing procedure; rapid typist ; a! Ir. Stever 
assume responsibility. , ie 
Box 7693, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 1+ 5 OM 


cretary-I 
al., Chan 
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SPACE SALESMAN 
I have had much experience in buyi 
space and in selling space . . . in top 4 
vertising agency work, and as top a 


arains manager. For you . . . I'd fnf the We: 
the reasons “‘they’’ will or won't buy ‘Mi. ‘ 
space you have for sale . . . because | an Franc 
ae paar — in terms of poten alberg, Vv 
tial profit for the prospect through aiP,); ; 
intimate knowledge of his merchandisir alifornia 
needs and problems .. . and I'd SELL jq@yest Sales 
you; for (to the above) I'd add enthusiasm a, 4 
hard work, personality and __ integrity oe 
Please read it again. ind =Mcl 
Box 7679, ADVERTISING AGE as 
100 E. Ohio St., Chicago 11, Tl. rags 
aia dee bointed 
atalog, Sales Promotion * 
Can take over complete production: plat ising ma 
ning, editorial, layouts, art, copy, ete., a f Vana 
mediums, Experienced in and wants cop Allovs S » 
nection with hard line, appliance or tod oye 
mfr. Married. Age 39. $6500 to start. ompany, 
Box 7677, ADVERTISING AGE robe, Pa 
100 E. Ohio St., Chicago 11, Il. “ : 
eeding 


ADVERTISING MANAGER 
Do you want a man you'd smile over av 
lean on . . . within six months? Want 
man who knows consumers and markets 
Want a man who knows planned adver 
tising ? knows how to find unerringly th 


ence W. 
who has 
igned. M: 
‘enna ha: 


advantages in the things you sell, thlh.. eg 
that would make prospects BUY if. the ssociated 
but knew and believed those advantage ofore as 
Want a man who knows how to create an urgist 
maintain those likings and preferences . — 
with advertising? I've been well-seasone . Jol 
| in tough corporations - advertisiMfhamed sa 
agency, advertising managership, in pu! y 
lishing. Want a man you'd smile ova@’On Wor 
and lean on as YOUR advertising manager Hho, ding d 
Box 7680, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, TL. igned, 
HOUSE MAGAZINE EDITOR Many 
Would you like to have a House Maga Ra 
zine that would make you slap your /e See 
and say: “BOY! that’s tellin’ our stommpger of t 
so well they'll read it... and like us anfif (Jenery: 
understand us and believe in us!” I’ gi’ eee 
you that kind for I've had the experien@™een Nam 
and I have the intent. I know mark: ting onduit p 
selling, publishing, advertising a enc " 
work and writing ... and, I know pvople ummell 
— 7681, ADVERTISING AGI Manager ¢ 
00 FE. io St., Chicag , 
ee E. Ohio St., Chicago 11, Ill. ystems o 
MISCELLANEOUS . Jd. 
Has your house organ budget been | °co"fMeiatod wit 


verted so as not to allow for full ng 
editor? We take over complete editin 4! 
production of house organs, bulletins pe" 
sonnel ‘ 


f Motor 
sing, Mick 


' booklets, brochures inexp aa 
+ gp wv plus comm. Typewrite answer | Layout, lettering, illustration and ideas. feedanes bunts. ee ee ee Eppointed 
if possible. — _—- Desires W. Coast. Hasten & Mori visi 
Box 7694, ADVERTISING AGE Box 7670, ADVERTISING AGE 36 W. Randolph St., Phone Ran. 7 22 eee 
100 E. Ohio St., Chicago 11, Il. 100 E. Ohio St., Chicago 11, Il. Chicago . Cec 
na! relat 
Arthur Kudner Becomes | Ice Group to Meet Dorsey Buys Utility m pany, 
Kudner Agency, Inc. National Association of Ice In- Dorsey Trailers, Elba, Ala., )a@#*s four 
New corporate name of Arthur | dustries will hold its annual con-| 2¢4ired the Utility Trailer We keg’ ga 
Kudner, Inc., will be Kudner Agen-| vention, originally scheduled for, Montgomery, Ala., and is plan ing” pen 
cy, Ine., according to James H. S.| Milwaukee, Nov. 13-16 at the Hote] | 2" expanded advertising camp £ soe 
Ellis, president of the board. Other | Sherman, Chicago. | to be released soon by M. R. } opgiittising 


stockholders, who also constitute 
the board of directors are Hayward | 
Anderson, Samuel D. Fuson, 
Schuyler Kudner, Edward J. Owens 
and Robert D. Stewart, vice-presi- 
dents; Blackwell Smith, secretary- | 
treasurer, and C. G. Christensen 


| and Shafto Dene. 


DMAA Sets N.Y. Meeting 


Direct Mail Advertising Associa- | 
tion will hold its 28th annual con- 
ference Oct. 19 at the Hotel Roose- | 
velt, New York. 


| Canada. 


meyer Company, Louisville age cy@"' adver 


rene ae New | 

_Heads Poster Group . Ge 
George T. Koester, presi "4g" sel 0 
Ruddy Kester Ltd., Winnipeg, °4 ', Ne 
been elected president of th@j elect 
Poster Advertising Associatio off" on 
i's, 


id. 
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» i jp rtising Age, October 8, 1945 
» fl lt is-Chalmers 

“td Post fo Tofte; 
_ fpther Job Changes 


any | 
N joing 
me, ay 


LCE 
lll, 


an wi 


Arthur R. 
Tofte has been 
appointed man- 
ager of the ad- 
vertising and 
public relations 
department of 
Allis - Chalmers 
Mfg. Company, 


1 ox Milwaukee, to 
anil succeed George 
cperiey J. Callos, who 
ven fe A: R. Tofte becomes __ vice- 
.\GE president and 


il. 


count executive of Klau-Van Pie- 
rsom-Dunlap, Milwaukee agency. 
r, Tofte has been director of em- 


.G EfMoye publications at Allis-Chal- 
= ers since 1942, and was previ- 
. isly copy chief. Before joining 
ran wiigllis-Chalmers, he was advertising 
n stuf/™anager of Sterling Motor Truck 
,'sbigompany and in the advertising 
© plufepartment of Bucyrus-Erie Com- 
Bel any, South Milwaukee. 
ion, ... R. S. Stevens has resigned 
he Mia. vice-president, general merchan- 
GE se manager and director of Mont- 
Mil. ymery Ward & Co., Chicago. W. 
oo . Norton, now retail sales man- 
Chieamggzer, has been appointed general 
Pe erchandise manager to succeed 
ist: aur. Stevens, 
GE Takes Mart Post 
il. ... Jack H. Behrens, formerly 

cretary-manager of the Napa, 
buyigfal., Chamber of Commerce, has 
on “Been appointed promotion manager 
I'd fmf the Western Merchandise Mart, 
_ gen Francisco. He succeeds John 
’ poteqmalberg, who has become northern 
vst jealifornia representative of All- 
ELL (quest Sales Agency. 
ug... J. Cleve- 

ind McKenna 
7 as been ap- 
: bointed adver- 
—" ising manager 
ete, fpf Vanadium- 
= “MAlloys Steel 
rt. ompany, La- 
= robe, Pa., suc- 
° reeding Law- 
ver anmence Wood, 
Wan who has re- 
ark iened. Mr. Mc- J. ©. McKenna 
gly th@™Kenna has been 
i¢ “nessociated with the company here- 
ntagsM™0fore as a director and metal- 
“1 an@urgist. 
east ...dJohn D. Marine has been 
= iamed sales manager of Cyclops 
ie ovaton Works, San Francisco, suc- 
yy ceding John W. Horsman, re- 
L (pgned, 
t Many Industrial Changes 
eg * . Ralph C. Dean, former man- 
- stormmger of the ship fittings division 
. er: ff General Electric Company, has 
erienq@™peen Named sales manager of the 
‘k tnefonduit products division. Lt. F. 
p-oplummell has been named sales 
31 lanager of underfloor distribution 
. ystems of the division. 

. J. Gower Chapman, asso- 

. — lat d with the Duo-Therm division 
» anf’! Motor Wheel Corporation, Lan- 


‘ing, Mich., for 16 years, has been 
kypointed sales manager of that 
Vision, 

. Cecil Hopkins, head of indus 
la’ relations of Briggs Clarifier 
mpany, Washington, for’ the 

four years, has been appointed 
“lvertising director of an expand- 
lepartment. Rommie F. Sim- 
s Jr., formerly assistant ad 
ising manager, becomes assist- 
t advertising director. 

New National Biscuit Head 

. George H. Coppers, general 
1isel of National Biscuit Com- 
*, New York, since 1938, has 

elected president. Roy E. Tom- 
son, president for almost 28 
i's, becomes chairman of the 


ied. 


... William F. Lang, former- 
ly Washington representative of 
Sponge Rubber Products Company, 
Derby and Shelton, Conn., has been 
named sales manager with head- 
quarters in Shelton. He succeeds 
W. F. Newton, resigned. 

Goes to Borden 

. . . Louise Rucker, formerly as- 
sistant director of the home eco- 
nomics department of the Procter & 
Gamble, has joined Borden Com- 
pany, New York, as director of 
food service. 

... Marion Hammon, formerly 
beauty editor of Macfadden Wom- 
en’s Group, has been named direc- 
tor of product publicity of Hudnut 
Sales Company, New York. 

... dames B. Finger has been 
named divisional sales manager 
of Coroaire Heater Corporation 
Cleveland. Mr. Finger was for- 
merly an advertising executive of 
the Cleveland News, and previously 
was in the advertising and promo- 
tion department of Hearst Publica- 
tions. 

Heads U. S. Steel Sales 

... David F. Austin has been 
elected sales vice-president of 
United States Steel Corporation, 
Pittsburgh. He has been acting 
vice-president since June, and since 
1938 has been vice-president in 
charge of sales, Carnegie-Illinois 
Steel Corporation, U. S. Steel sub- 
sidiary. 

... Shell Oil Company, San 
Francisco, has established a public 
relations office under the direction 
of Edmund A. Cunningham, who 
returns to Shell after serving as a 
Navy commander. F. E. Rehm, 
vice-president of industrial rela- 
tions and personnel, will manage 
the new branch. 

... R. M. Prather, formerly di- 
rector of market research of West- 
vaco Chlorine Products Corpora- 
tion, Chicago, has joined the re- 
cently-organized chemical products 
department of Standard Oil Com- 
pany of Indiana, Chicago, in charge 
of market research. 

Gets Vanadium Post 

...S. J. Seibert, manager of 
industrial sales division of the 
Deepfreeze division of Motor Prod- 
ucts Corporation, North Chicago, 
Ill., has been appointed manager 
of the service department. 

... Miss G. D. Kile has been 
appointed advertising manager of 
Vanadium Corporation of America, 
New York. 

. . . Grace L. Pennock, formerly 
director of practical research of 
Bendix Home Appliances, Inc., 
South Bend, Ind., has joined the 
staff of General Electric Consumer 
Institute, Bridgeport, Conn. 

Ryan to Ercoupe 

... George F. Ryan, formerly 
director and financial adviser of 
Mid-Continental Airlines and _ re- 
cently a major in the Air Trans 
port Command, has been appointed 
director of sales of Engineering & 
Research Corporation, Riverdale, 
Md., maker of Ercoupe planes. 

. . . Wesley H. Beckwith has re- 
turned to Royal Typewriter Com. 
pany, New York, as sales manager 
of the portable typewriter division 


following his release from the 
army. 
...Guy J. Coffey, formerly 


manager of the Los Angeles dis- 
trict office of Chicago Pneumatic 
Tool Company, has been promoted 


of the 
Southern California chapter of the 


INSTALLED—N ew officers 


National Industrial Advertisers Asso- 
ciation, Los Angeles, are, standing; 
M. L. Gowans, Darwin H. Clark, Ad- 
vertising, president; seated, Harry C. 
Howard, Byron Jackson Co., vice-pres- 
ident, and Dan M. Ebberts, Steller- 
Millar-Ebberts Agency, secretary and 
treasurer. 


to vice-president in charge of sales. 


Pritchard Advanced 
... Frederick W. Pritchard, re- | 
cently appointed vice-president and 
treasurer of Goebel Brewing Com- 
pany, has been elected a director, 
and Charles E. Carey, general sales 
manager, has been elected vice- | 
president in charge of sales. 
... R. M. Watt, assistant vice- | 
president of Kimberly-Clark Cor- 
poration, Neenah, Wis., has been 
promoted to head of the eastern 
division. 


' the selection of the former Court 


FCC Head Predicts 
Vast Construction 
Program for Radio 


Washington, Oct. 3.—Leaders 
of the broadcastimg industry and 
top cabinet and military officials 
who gathered here last night for 
the spectacular inaugural dinner 
for Justin Miller, new NAB pres- 
ident, heard FCC Chairman Paul 
A. Porter predict that lifting of 
the freeze on station construction 
next Monday will open the way 
for a great new construction pro- 
gram for all types of broadcast 
stations. 

As the FCC begins to issue new 
licenses on an unlimited scale for 
the first time in nearly four years, 
Mr. Porter said, it must handle a 
backlog of 513 applications for 
new FM stations, 129 applications 
for commercial television stations, 
265 new AM_ stations, and 147 
changes in existing stations. 

The FCC chairman predicted 
that television stations will be 
built in 187 key cities within the 
next five years, and that 2,000 to 
3,000 FM stations will be author- 
ized “in the next several years.” 

Will Exceed $5 Billion 

In all, he said, capital expendi- 
tures and production of consumer 
goods in the communications field 
will exceed $5 billion in the next 
five years, to modernize the na- 
tion’s radio, telephone and tele. 
graph services. 

Among the developments pre- 
dicted by the FCC chairman were: 

1. Expenditure of $1.5 billion 
by home users for FM sets in the 
next five years. 

2. A prophecy that television 
sets will be selling at a $1 billion 


a year rate after five years of 
production. 
3. Construction by Bell Tele- 


of a $56,000,000 trans- 
continental coaxial cable to car- 
ry heavy telephone traffic and 
television network service. 

Other New Equipment 

4. Immediate expenditure by 
Bell Telephone of $1 billion for 
new equipment, with an additional 
billion to be spent “within a very 
few years.” Voluntary extension 
by Bell of telephone service to 
rural areas previously considered 
uneconomical. 

5. Modernization of 
Union Telegraph operations 
use frequency modulated 
channels as radio beams, 
and facsimile. 

The FCC. chairman 


phone 


Western 
to 
carrier 
telefax 


applauded 


the 
he | 


”) 


of Appeals justice to head 
broadcasters, exclaiming that 
was “encouraged and enthusiastic 
about the choice, and asserting 
that he looked forward to “con 


rela- 


and harmonious 
tionships on an even broader basis 
than heretofore.” 


structive 


Navy Dignitaries Attend 


Sprinkled among the more than 
1,000 top radio and network offi- 
cials attending the inauguration of 
NAB’S 15th president were such 
dignitaries as General of the Ar. 
mies George C. Marshall, General 
A. A. Vandergrift, commandant 
of the Marine Corps, Reconver- 
sion Chief John Snyder, three of 
President Truman’s cabinet offi- 
cers, and ranking members of Con- 
gress, the Supreme Court, and fed- 
eral agencies. 

Justice Miller spoke on “Public 
Interest, Self-Discipline and Good 
Business,” explaining that he sees 
in broadcasting a vital agency 
for carrying forward the tradi- 
tional policy of free speech and 
protecting and strengthening our 
system of free enterprise. 


Radio, he said, can provide a 
mighty vehicle for interpreting 
and publishing to the world, the 
American way of life, “of free, 
competitive enterprise operating 
under disciplined self-restraint; the 
American philosophy of govern- 
ment, by responsible leaders chos- 
en by the people.” 


Hits ‘Plug-Uglies’ 

The new NAB president ad- 
mitted that there were many 
things in radio programming that 
might warrant attention—he con- 
ceded his own distaste for “nau- 
seating plug-uglics in the midst 
of a serious news commentary”— 
but he said the answer to the 
programming puzzle may be in 
balancing good manners and good 
taste against a frankness neces 
sary for maintaining honest gov- 
ernment and effective business. 

“We are witnessing a steady 
coming-together of natural lead- 
ers—in government, in industry, 
in civic and professional life—for 
the purpose of discovering a sub 
stantial basis for self-control and 
self-discipline along the line of 
greatest public interest”, the new 
NAB chief declared. 

“Perhaps the time may be ripe 
for all of us who are concerned 
to sit down together and look for 
areas of agreement in an effort to 
clarify and reinterpret the law.” 


Ryan Defends Operators 


Harold Ryan, Fort Industries 
official who has been acting NAB 
president for the past 18 months, 
reviewed the history of NAB and 
its achievements, reasserting his 
belief that station operators have 
a lively sense of their responsibil- 
ity, and make sincere attempts to 
balance program’ schedules _ so 
that sometime during the broad- 
cast day, something of interest 
to every type of listener is offered. 

He touched briefly on the cri- 
ticism of “over-commercialization,” 


pointing out that “there is of 
necessity no alignment between 
programs in the public interest 


and sustaining programs. 

“Many stations have found that 
to obtain a sponsor for a_ public 
interest program is the surest way 
to increase audience,” Mr. Ryan 
said. “If a program is not good 
enough so that some sponsor would 
be disposed to buy it, perhaps it 


is not good enough for a sustain- 
ing feature.” 


Booklet Outlines Ease | 
in Handling Materials 


Simple and effective methods for | 
handling materials and manufac- 
tured products economically and 
safely are outlined in “Industrial | 
Logistics,” a 12-page illustrated | 
booklet issued by Elwell-Parker 
Electric Company, Cleveland, mak- 
er of materials handling equip- 
ment. 


Petrillo Keeps 
Two Sponsored 
Shows Off NBC 


Hollywood, Cal., Oct. 2.—In a 
move believed to portend a general 
strike of American Federation of 
Musicians against NBC, James 
Caesar Petrillo, head of the AF 
of L’s musician’s union, snapped 
his whip last Sunday and Monday 
and as a result the “Fitch Band- 
wagon” rolled without a guest or- 
chestra and the “Carnation Con- 
tented” program provided no or- 
chestral music. 


When the Fitch program opened 
an NBC announcer said: “The 
American Federation of Musicians 
has instructed the local musicians’ 
union in Los Angeles and Artie 
Shaw’s manager that no musicians 
are to play on the Fitch program 
tonight. 


“Artie Shaw and his orchestra, 
originally scheduled to appear to- 
night on the Fitch Bandwagon, will 
not be heard. There is no con- 
troversy involving the Fitch com- 
pany or Artie Shaw.” A_ vocal 
chorus substituted on the Fitch 
program, and drama replaced Percy 
Faith’s orchestra on the Carna- 
tion show. 


Mr. Petrillo Is Annoyed 


Mr. Petrillo’s edict is said to 
stem from his annoyance with 
NBC because two of its affiliate 
stations—W APO, Chattanooga, and 
WSMB, New Orleans—aren’t sign- 
ing union contracts quickly enough. 
Also, Mr. Petrillo is probably irked 
that NBC signed a contract with 
engineers and technicians union 
(AA, Oct. 1) over the past week- 
end. 


Although no other programs have 
been affected, CBS expects trouble 
this Friday, because its Chatta- 
nooga affiliate, WDOD, is also hav- 
ing contract renewal difficulties 
with the AFM local. 

The Southern outlets are trying 
to eliminate a ruling by which 
they must pay salaries to six-man 
standby bands even though their 
services are not used. 


Four A’s Approves 
Ad Council Program 


New York, Oct. 3.—Directors of 
the American Association of Ad- 
vertising Agencies have unani- 
mously approved the postwar plan 
of the War Advertising Council 
(AA, Sept. 17), and will under- 
write the agencies’ entire share in 
the council’s financing for the 
year starting March 1, 1946. 

The council plan also has been 
approved by the National Pub- 
lishers Association and the Nation- 
al Association of Broadcasters, 
acting for stations only. Networks 
must act separately. 


Friend and Sloane 
Form New York Agency 


Lee Friend, formerly publisher 
of So You’re Going to Have a Ba- 
by, and Chet Sloane, formerly pro- 
motion manager of Triangle Pub- 
lishing Company, have formed 
Friend-Sloane Advertising Com- 
pany at 221 W. 57th St., New 
York. First accounts to be signed 
are Labor Relations Institute, 
Leam Publishing Corporation, and 
two manufacturers of children’s 
apparel—Berk Company and Jack 
L. Honig, Inc. 


NAB Names Willard 

A. D. Willard Jr. has resigned as 
manager of Station WBT, Char- 
lotte, N. C. to become executive 
vice-president of National Asso- 


ciation of Broadcasters. 
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Chicago Paners 
Hit ‘Tribune’, Media 
Records Practices 


Chicago, Oct. 4.—The four Chi- 
cago newspapers which are with- 
drawing from Media Records, Inc., 
to set up a new organization to 
report ad linage of all Chicago’s 
papers criticized both Media Rec- 
ords and the Chicago Tribune this 
week for “practices which heavily 
inflate the linage figures of the 
Tribune.” 

The Daily News, Herald-Ameri- 
can, Sun and Times announced 
their withdrawal from Media Rec- 
ords Sept. 25 (AA, Sept. 27). Al- 
though they did not mention the 
Tribune, the four said in a state- 
ment issued today, the Tribune in- 
tervened in the matter, “intimating 
that the other Chicago papers had 
quit Media Records for some com- 
petitive advantage.” As a result, 
they added, it became necessary “to 
present the facts in the case.” 

Report Distorted 

“The action of the four Chicago 
newspapers in withdrawing from 
Media Records was taken only aft- 
er every means had been exhausted 
to prevail upon Media Records to 
discontinue practices which heav- 
ily inflate the linage figures of the 
Tribune,” the statement said. “Me- 
dia Records had refused to make 
any corrections in their report, and 
until the resignation of the Chicago 
newspapers, had ignored invita- 
tions to come to Chicago and dis- 
cuss the problems with the Chicago 
advertising directors. 

“As an example of the distortion 
in the present report, the largest 
edition of the Tribune of Wednes- 
day, Sept. 26, contained 36 pages, or 
89,280 lines of space (the Tribune 
page is 310x8). Media Records re- 
ports 98,049 lines of content, or 
8,769 lines (over three pages) more 
than was actually published. 

“In most cities, Media Records’ 
policy is to measure only one edi- 
tion of each newspaper and report 
the advertising content of that edi- 
tion as total advertising. In the 
case of the Tribune, Media Records 
is measuring from one to four ad- 
ditional editions each day and add- 
ing the additional advertising con- 
tent of each to total advertising. 

No ‘Cut-Rate’ Copy 

“The Tribune statements reads 
in part, ‘. .. cut rate advertising 
and even free advertising have been 
listed by Media Records...’ We 
have not been aware that any Chi- 
cago newspaper was selling ‘cut 
rate advertising’ or giving ‘free 
advertising’ in the usual sense of 
those phrases. But since that lan- 
guage has been used by the Tri- 
bune, we submit the following 
facts: 

Claim 20% Discount 

“The Tribune states ‘there is 
nothing secret about the Tribune’s 
50-50 split-run advertising,’ yet the 
deal under which display advertis- 
ing is being sold to retailers does 
not appear in its retail rate card. 

“Neither does another deal un- 
der which certain retailers enjoy 
a 20% discount from the Tribune’s 
card rates . 

“As another example that the 
Tribune had ‘no secrets,’ it reports 
a minimum retail rate to the Four 
A’s for the Market and Newspaper 
Statistics book (Volume 14, Part 
1) of $0.5795 per line. Some retail- 
ers are buying Tribune space for 
less than $0.20 per line. Perhaps 
these things are the ‘cut rate ad- 


vertising’ referred to in the Tri- | 


bune's statement. 
Deny ‘Free Advertising’ 


| 
| 
| 


“We know of no ‘free advertis- | 


ing’ appearing in any 
newspaper unless the Tribune re- 


Chicago | 


fers to the Community Fund copy 
which is carried gratis by all Chi- 
cago newspapers except the Tvi- 
bune. Media Records measures that 
as ‘office’ advertising. 

“The Tribune statement charac- 
terizes the whole matter as a 
‘minor issue,’ yet it is a fact that 
the method of Media Records in 
counting part-run advertising two 
or more times is the one and only 
reason why the Tribune was cred- 
ited last year with a larger volume 
of advertising than was carried 
by any other American newspaper. 
It is a fact that without the benefit 
of a double count on split-run ad- 
vertising, the daily Tribune in 1944 
was the second newspaper in Chi- 
cago in the daily field in retail, as 
well as in national, and total dis- 
play advertising. 

“Media Records credited the 
Tribune with 14,859,177 lines for 
the first eight months, 1945; 917,117 
lines was so-called “zone” adver- 
tising, receiving an average of one- 
fifth of the city and suburban cir- 
culation, and 2,358,816 lines was 
split-run. Together they accdunt 
for 3,275,933 lines or 22% of the 
Media Records total. 

Disputed Linage Is 29.5% 

“Media Records takes no recog- 
nizance of the part-run advertising 
being sold by the Tribune at a 20% 
discount. The Daily News meas- 
ured it for one month and found it 
to total 138,215 lines. Assuming 
that month to be typical of the 
first eight, we have another 1,105,- 
720 lines of part-run, cut rate ad- 
vertising being credited by Media 
Records to the Tribune. Added to 
the zone and split-run, we have 
4,381,653 lines, or 29.5% of all lin- 
age credited to the Tribune by Me- 
dia Records.” 

Through a typographical error, 
part of a quotation from the Tri- 
bune comment on the newspapers’ 
action last week appeared out of 
context in the Advertising Age 
story. It declared in part that 
on a dollar and cents basis ‘“‘the 
Tribune still carries as much reve- 
nue as all other Chicago news- 
papers combined.” 


Advertiser Sues 
Pegler for Libel: 
Asks $12 Million 


Chicago, Oct. 2.—Two libel suits 
totaling $12,000,000 were filed in 
federal district and circuit courts 
here yesterday against Westbrook 
Pegler, the Illinois Publishing & 
Printing Company, publisher of 
the Chicago Herald-American, and 
King Features Syndicate. 

Plaintiffs are the International 
Latex Corporation, Dover, Del., 
and its president, A. N. Spanel, 
Princeton, N. J. The camplaints, 
filed in federal court against Peg- 
ler and the publishers of the Her- 
ald-American, and in circuit court 
against King Features, are based 
on an article written by Pegler, 
distributed by King Features and 
published in the Herald-American 
March 15. The petitions said the 
plaintiffs suffered “public suspi- 
cion, hatred, contempt and finan- 
cial injury” as a result of the Peg- 
ler article which allegedly inti- 
mated that Mr. Spanel was a Com- 
munist. 


‘Political Advertisements’ 

The Pegler column said in part: 
“...Periodically, since 1939, the 
International Latex Company, of 
Latex Park, Dover, Del., has been | 


running political arguments as 
paid advertisements. | 
“These have been New Deal) 
preachments, and anti-Nazi, 


as far as my reading of them re-| 
veals, never anti-Communistic, nor} 
hostile to totalitarianism, as such.” | 


This Week in Washington 


Washington, Oct. 3—WPB this 
week granted the industry request 
for a “one notch” relaxation of 
newsprint quotas for newspapers 
for the fourth quarter of 1945, 
probably the last quarter in which 
government will attempt to limit 
use of paper. A 5% relaxation was 
granted to shopping guides and 
other non-newspaper users of 
newsprint. Inventory and delivery 
controls are to be tighter than 


ever. 


* * * 


Price Administrator Chester 
Bowles began to poll members of 
OPA industry advisory committees 
for estimates on the date ceilings 
can be lifted in various industries. 
Mr. Bowles reported that washing 
machines and ironers will be back 
this fall and winter at prewar 
prices, although manufacturers are 
to get slight increases. The OPA 
chief complained that pricing of 
new goods in many lines has been 
delayed by failure of business men 
to return cost questionnaires. 

ok * * 


Treasury Secretary Fred Vinson 
attacked the excess profits tax as 
“an obstacle to reconversion and 
expansion of business,” conceding 
that many business men feel un- 
able to take the risk of full peace- 
time business expansion until this 
tax has been removed. Mr. Vinson 
urged, however, that the carryback 
provision, which enables a firm to 
obtain excess-profits tax rebates 
if losses are incurred after the 
war, be retained for one year. 
Many tax experts believe that this 
provision, assuring a cushion for 
legitimate business expenses dur- 
ing reconversion, will have an im- 
portant influence in maintaining 
advertising activity. Incidentally, 
Mr. Vinson reported that 70% of 
the firms in the _ excess-profits 
bracket in 1943 had net incomes of 


less than $100,000. 
7 


* * 


While maintaining that govern- 
ment expects home construction to 
be primarily the job of private en- 
terprise, the National Housing 
Agency began a _ publicity cam- 
paign this week to advertise its 
“insured mortgage procedure” as 
a guard against inflated building 
prices. Prospective home owners 
are told that they get easy credit 
terms through NHA, plus sound 
property valuation. Meanwhile, as 
the Senate small business commit- 
tee heard key government and in- 
dustry officials involved in the dis- 
pute over building “boom” or 


“bust,” WPB reported that it is 

well along on surveys of the bottle- 

necks slowing production of brick, 

structural tile, clay sewer pipe and 

cast iron soil pipe. 
* * * 

Secretary of Agriculture Ander- 
son advocated a 65 cent an hour 
minimum wage on the grounds that 
wartime experience shows that de- 
mand for farm products rises rap- 
idly with an increase in the in- 
comes of city people. His charts 
demonstrated that high income 
families eat more fruit, meat, dairy 
products and vegetables. Farm 
operating costs will be reduced, he 
predicted, by better fertilizer, im- 
proved plant and livestock, more 
use of tractors, four-row cultiva- 
tors and other machines. 

ce * * 

Still trying to get organized, the 
Department of Commerce office of 
surplus property was under fire: 
(1) From the Patman small busi- 
ness committee for alleged price 
favoritism to chains and mail order 
houses; (2) from veterans for fail- 
ing to honor priorities for cars and 
trucks. On a higher bureaucratic 
level, Surplus Property Board 
members Heller and Hurley 
dropped out of the picture, leaving 
W. Stuart Symington, and a new 
team of deputies, to supervise the 
selling job. 

* 


* * 


Newspapers will pay 2% cents 
more per mat for stereotype dry 
mats beginning Oct. 8, OPA an- 
nounced . . . FTC issued a com- 
plaint against Encyclopedia Bri- 
tannica, Inc., for its school ad- 
vancement program adopted sev- 
eral years ago to sell sets of Bri- 
tannica Junior to school children. 
... OPA announced plans for “Vic- 
tory Over Inflation” week pro- 
grams to be held in hundreds of 
cities throughout the fall and win- 
ter, on the pattern of “consumer 
pledge” weeks used during the 
war. 

* * * 

If any doubts existed that FCC 
intended to tighten up on radio 
station transfers, they were dis- 
pelled this week by the announce- 
ment that transfer proceedings 
are to be frozen until the commis- 
sion writes some new rules. Those 
who want immediate action can get 
it, however, by agreeing to submit 
to the procedure outlined in the 
WLW decision. Under the plan, 
the commission makes a selection 
from all parties willing to meet the 
terms of sale. 


Johnston Heads 
Export Paper; 
Media Men Shift 


Robert H. Johnston has been 
elected president and publisher of 
American Exporter, New York, 
published by Johnston Export Pub- 
lishing Company. He succeeds his 
uncle, the late Franklin Johnston, 
and is the son of Edwin C. John- 
ston, who was president from 1907 
until his death in 1936. Since 1942, 


Robert Johnston has managed 
“American Exporter Industrial 
Supplement.” William M. Le- 


Brecht was reelected vice-president 
and general manager and also 
named treasurer of the company. 
Walter B. Johnston was reelected 
vice-president and secretary. 

... Willie Kissick, account exec- 
utive in the Chicago office of Spot 
Sales for four years, has been ap- 
pointed manager of the Chicago 


but | office of Joseph Hershey McGillvra, | 


Inc., radio station representative. 
He succeeds James W. LeBaron, 
who will return to the New York 


office as sales manager. Mr. Kis- 
sick will be essisted by Bill Sauer- 
strom. 

Townson Rejoins Gannett 

...-Col. Kenneth C. Townson, 
vice-president of the Gannett 
Newspapers, Rochester, N.Y., has 
been released from active service 
and has resumed his former posi- 
tion. 

...-Charles M. Elder, with the 
Philadelphia office of McGraw-Hill 
Publishing Company, since June, 
1944, as district manager of Avia- 
tion, Aviation News and Air 
Transport, has been appointed New 
York district sales manager of El 
Farmaceutico, Spanish magazine 
of Business Publishers Interna- 
tional Corporation. 

Magazine Men Shift 

..W. Parkman Rankin, for- 
merly national advertising manag- 
er of the Knickerbocker News, Al- 
bany, N.Y., has joined the New 
York advertising sales staff of 
Redbook. 

...F. Clement Scott, formerly | 
with the New York sales staff of 
Fortune, has been named eastern 
advertising manager of Congratu- 
lations. 
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Automatic Oper is 
2nd Self-Service: 
Laundry Chain 


(Continued from Page 1) 


Home Appliance equipment (Aj 
Sept. 3). 

The first of the laundries, calle 
the Laundromat-Equipped Half 
Hour Laundry, just opened here, jj 
equipped with 30 automatic was), 
ers. Westinghouse clothes drye 
and ironers will be added later, 

“Public acceptance of the no 
service in Mansfield has been ¢ 
ceptionally good,” Mr. Browngy 
said. “‘When the clothes dryers gy 
added, women will no longer be «& 
pendent on the weather for a per 
fect wash day because this ney 
Westinghouse appliance will 
ever ready to do top notch clothe 
drying for them.” 

Under the plan, a_housewif 
here need only weigh her laundry 
and load the machine, put in th 
necessary soap which is furnish 
free, set a dial for the type ¢ 
clothes being laundered and tury 
on the starting switch. Thirty min 
utes later her clothes are washe 
and damp-dried at a cost of 2 
cents per machine-load. 


Edwin A. Sutphin 
of ‘NY Sun’ Dies 


New York, Oct. 2.—Edwin 4 
Sutphin, for 26 years national ad 
vertising manager of the Nei 
York Sun, and reported to be on 
of the largest owners of the news 
paper died Sept. 30. He was @2 

Mr. Sutphin previously had bee 
national advertising manager » 
the New York Post and New Yor 
Tribune. In his long career hf 
probably knew as many principal 
among advertiser companies an 
advertising agencies as any othe 
newspaper executive. 


WAYLAND H. EVANS 


Chicago, Oct. 2.—Wayland 
Evans, 45, president of Evans As 
sociates, Inc., Chicago agency, die 
Sept. 29 as a result of injuries suf 
fered in an accident. 

Well known in midwestern ad 
vertising circles, Mr. Evans ha 
been associated with the busines 
since 1916, when he opened a fred 
lance advertising office in Chicag 
after graduation from the Univer 
sity of Illinois. 

He formed Evans Associates it 
1923, and was joined by K. V 
Reed, former Washington Star edi 
tor and writer, and now executivd 
vice-president, in 1929. From a 
inconspicuous one-man agency, the 
company under the leadership 0 
Mr. Evans grew to a leading posi- 
tion in the field. 

Mr. Evans is survived by hi 
widow and three children, his par- 
ents, a sister and three brothers: 
Keith J. Evans, advertising 1 a?- 
ager of Inland Steel Company and 
Joseph T. Ryerson & Son; Mvlvit 
J. Evans, an executive of thd 
agency; and Gordon C. Evans. 


THOMAS J. BUTTIKOFER 

New York, Oct. 3.—Thoma: J: 
Buttikofer, 55, vice-presiden' 0 
Hearst Magazines, Inc., died t 
after a brief illness. Joining 
Hearst organization in 1917 
was made sales promotion 1 
ager of the New York Amer ¢ 
the following year. 

In 1918 he was appointed © 4 


similar position with The Ame? 
Weekly and in 1919 was n: 
promotion manager of Ha) 


Bazaar. He later was appoi te 
promotion manager of the 0% 
mopolitan Distributing Com) any 


no- 


and subsequently general pi 
tion manager and circulation « 
| tor for all Hearst magazines. 
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